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When! ShowMr. 


rospect 
these 5 Advantages, He’s 


FLUORESCENT 





Advantage No. 1 


ALZAK Reflectors 


GUTH Fixtures have Re- 
flectors of Diffuse AL- 
ZAK Aluminum—the 
world’s finest, most prac- 
tical material for Fluo- 
rescent reflection. 








Advantage No. 2 


Easy Maintenance 
The Diffuse ALZAK Alu- 
minum Reflectors in 
GUTH Fixtures are easily 
removable for safe, easy 
cleaning on the floor or 
at the bench. 





Advantage No. 3 


Low Cost Installation 


We make careful plans 
from the customer's point 
of view, thereby reducing 
needless expense and 
time-wasting steps in in- 
stallation. 


Advantage No. 4 


GUTH Engineering 
A complete line of Fix- 
tures to meet every need 
—each Fixture carefully 
designed to assure com- 
plete control and effici- 
ency in lighting. 








Advantage No. 
P-F-C Diffusers 


The best door-opener in 
the Fluorescent business! 
Dealers everywhere say 
the GUTH P-F-C makes 
it possible for them to 
sell the “toughest” pros- 
pects. 



















GUTH EXCELUX FLUORESCENT —Full-screen lamp diffusion is 
effected with either Glass or Plastic Shield—at same low cost: An 
ingenious hinged arrangement releases the shield at one end for 
access to lamps, starters, and covers. 


GUTH TRU-CO-LITE Direct-Indirect Luminaire for stores and n 
offices. The ultimate in fine styling — plus more light output with 
individual Diffuse ALZAK Aluminum Reflectors for each lamp. 


s 


MIS 





GUTH GLOW are constructed with elongated flutings of Satin 
ALZAK Aluminum to harmonize with the characteristic design of 
Fluorescent Lamps. Cast Aluminum Ends. 


GUTH TROFFER LIGHTING: Patented Light-O-Day Baffles pro- 
vide ceiling illumination in recessed installations. Also Troffers for 
Glass Bottom or Plastic Diffusers. Innards easily accessible. 











GUTH UTILITY FLU-O-FLECTORS for 2-40 watt, 3-40 watt, 4-40 
watt and 2-100 watt lamps stand up under hardest use — do a better 
lighting job. Removable ALZAK Aluminum Reflector for easier 
maintenance. 


GUTH ONE and TWO LITE FLU-O-FLECTORS — either Symmetric 
or Asymmetric Reflectors of ALZAK Aluminum —for localized or 
general industrial illumination. For lamp sizes from 1-20 watt to 
2-40 watt inclusive. 


AL ZAK, the Kid with 
the Extra Punch, says: 


Diffuse ALZAK is applied 


The EDWIN F. GUTH CO. 
2615 Washington Ave. 


» GUTH Fixtures after . 
ee ee St. Louis, Mo. q 
Reishi. tal aad Leaders in Lighting Since 1902 


durable job and provide a 


Sell GUTH Fluorescent Fix- 
tures with Diffuse ALZAK 
Aluminum Reflectors for 
better satisfied customers. 
Durable, easy to clean, more 
efficient! 







ALZAK 


ALUMINUM 


REFLECTORS 





better appearing finish 
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and TRENDS 





MARCH 


Ideas In the last thirty years, Westinghouse em- 
ployees have submitted 81,000 ideas, of which nearly 30 
per cent were adopted, brought their originators $166,- 
000 in awards, saved the company more than $800,000 
on production costs. 

General Electric Company paid in 1940 alone the 
sum of $77,477 to 11,510 employees for ideas and sug- 
gestions of better ways to do a job—one man at the 
Schenectady works pocketing $500 for an idea. 

These are outstanding examples of a plan that might 
well be followed by other companies, large or small. 
Wholesalers will find that many money and time-saving 
ideas are generated by employees if a suitable reward 
is posted that anyone may earn. 


© 
Radio Windfall Coming March 29th is mov- 


ing day on your radio dial, for 795 of the country’s 
broadcasting stations will begin to broadcast on a new 
wave length under reallocations of the Federal Com- 
munications Commission. 
hus 10,000,000 or more radio sets that have push- 
button or other types of automatic tuning suddenly 
will be found decidedly out-of-tune. Thousands of 
homes will call for a radio service man to reset the 
ricate tuning device so that it will do the accustomed 
the nose” tuning job on the new wave lengths. 


‘or wholesalers’ salesmen who sell radio sets and 
es, this moving day makes a golden opportunity to 
buld plus business and good will. Point out to radio 
ledlers that they can couple a complete tube-test and 
ection with the re-setting job. Urge them to carry 
ck of tubes in their cars, also a spare set or two 
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that they can leave if the customer’s set needs a major 
operation. Tell them to look for trade-in opportunities. 

Last, but not least, see that your dealers are well 
stocked with tubes, sets, parts, because this moving 
job will make thousands of sales opportunities and bring 
plenty of extra dollars into the tills of the fellows who 
are properly primed for the job and prepared to capital- 
ize on this windfall. 


“All Out” 
ut There is loads of extra business—the 


profitable kind of business—still to follow on the trail 
of the National Defense Program through necessitated 
modernization of existing industrial plants, expansion 
programs, additions, new plant construction. 

Speed-up of machinery, overloading, various other 
causes, will bring breakdowns that must be repaired 
quickly, and the wholesaler who has in stock the needed 
fuses, motors, control apparatus, cable, conduit is going 
to get the business. 

Night shifts, 24-hour working schedules, demands 
for faster production will automatically crystallize the 
need for higher lighting intensities, will create vast 
orders for lamps and lighting equipment including 
everything from new bulbs to whole new installations. 

The comprehensive plan for getting every industrial 
plant of consequence geared into the defense program 
through a system of subcontracting, will make good 
customers out of industrial plants that haven’t bought a 
new lamp bulb in years and are still using lighting, 
motors and control equipment that was obsolete twenty 
years ago. 

Its “All Out” for Defense, and that means “All Out” 
for industrial modernization. 





RROW-HaH 


6808 








THE ARROW - HART & HEGEMAN 
ELECTRIC CO. 
5 CONN 
2H.P 
; ND. LAB 
r 5 PO oie “ol m= SNAP SWITCH 
cin issue A-56 
MADE IN U.S a i 























& 
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SNAP SW 
ISSUE A-62 


CONN 


ELECTRIC COQ. 


THE ARROW-HART- HEGEMAN 


MOTOR RATING 2 HP. 125-600 Vv. 


U.S.A 








MADE IN 


Small Motor Starting Switches 


Different styles of mounting are supplied for a wide 
range of machine-design requirements. Separate switch units 
are available for installations in switch housings built into 


ACROSS-THE-LINE TYPE Tumbler Switches, without 
overload protection. . . Give positive control for motors; 
especially suitable for oil burners, refrigerators, motor-driven 
machinery and lighting loads. 

These switches have rugged, durable mechanisms built to per- 
form with the sturdy integrity characteristic of Arrow-H & H 
Lines. Bakelite arc snuffers increase breaking capacity; kick - off 
release mechanically starts the switch blades in motion and pre- 
vents sticking; extra-heavy blades and contact jaws increase 


current-carrying capacity. 


motor-driven machinery. 

No. 6808 (upper right) is a double-pole switch for single phase 
motors; No. 7808 (lower left) is 3-pole for 3-phase jobs. Also, 
the line includes 3-way, 4-pole and 2-speed reversing switches. 
All have horsepower ratings . . . Everything you may need in 
this line will be found in Motor Starting Switch Catalog 


No. 8-M — on request. 


INDUSTRIAL CONTROL DIVISION 
THE ARROW-HART & HEGEMAN ELECTRIC COMPANY, HARTFORD, CONN,., U. S. A. 
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° 
Inventories We are printing herewith the UV. S. 
Department of Commerce Trade-O-Graph on manufac- 
turers’ inventories. 

It will be noted that December 1940 showed nearly 
a 50 per cent increase over November and October. 
Obviously this is only the beginning, and it is reasonable 





TRADE-O-GRAPH 


VALUE OF 
MANUFACTURERS’ 
INVENTORIES 


CHANGES DURING 


INCREASE 


OCTOBER 
1940 


NOVEMBER 
1940 


mat a a) el | a 


EACH SYMBOL EQUALS 50 MILLION DOLLARS - 


BUREAU OF FOREIGN AND DOMESTIC COMMERCE 























DEPARTMENT OF COMMERCE 





to expect that manufacturers’ inventories will continue 
to grow for some months as fast as current demands and 
the government's tighter grip on raw materials will 
permit. 

Wholesalers must similarly build and maintain larger, 
substantially larger, inventories if they wish to be able 
to serve their customers promptly and with completed 
orders. Extra heavy buying for any other purpose (for 
extra profit for instance) will be discouraged by the 
manufacturers and certainly would not be in the interest 
of national welfare. 


©) 
Sabotage One of the indispensable aids to pro- 


tection against sabotage is LIGHT, and it is the whole- 
saler’s salesman who should make it his business to 
sell better lighting wherever it means protection of 
lefense plants. 

On the outside every important plant should be flood 
lighted, preferably with all the poles and in fact the 
whole floodlighting installation well within the fenced 
vard. The entire area around a plant should be suff- 
ciently well illuminated, so that no trespasser can pro- 
ceed toward the buildings without readily being ob- 
served. 

Inside a plant, high intensity general illumination, 

d good bright light in halls, stairways, passage ways, 

ire rooms, tool rooms will help to discourage intrud- 
ers. Added safety measures would include electric 

arms, loud speakers or intercommunicating systems 
tween buildings and between gate houses and various 
uldings. 


As a patriotic duty and as a matter of good business 
every salesman should take pride in selling light-for- 
protection wherever it is needed. 


© 
Record 


ing 1940 by 78 electrical manufacturers were 64.8 per 
cent greater than in 1939, totaled $1,433,000,000, says 
the U. S. Department of Commerce. 

That figure is also $368,000,000 higher than the 
total for the top boom year 1929 and—to show how 


Orders for electrical goods booked dur- 


the snow ball has been growing into an avalanche— 
dollar totals of orders booked during the Jast quarter 
of 1940 were considerably more than double those of 
the first quarter of 1940. 


© 
A 250-Million-Dollar Baby tnavs ine tag 


which Electrical World has put on fluorescent lighting. 

The amount seems modest—even for a baby—in 
these days when Billion Dollar appropriations are tossed 
around like confetti and make hardly a ripple on the 
national deficit. 

However, we agree with E.W. in that “before many 
years have passed” the baby will have grown into a 
multi-billion dollar giant. 

Wholesalers and salesmen who fail to take that baby 
for a ride to bigger sales are missing the opportunity 
of a life time. 


© 
Plowing Back The Director of the Mellon Insti- 


tute of Industrial Research, Pittsburgh, estimates that 
during 1940 American manufacturers spent $220,000,- 
000 for production research. 

While the amount of money spent by individual cor- 
porations varied, they found 10 important firms that 
spent 10 per cent of their GRoss income for research. 

This willingness to plow back substantial sums for 
basic production research is one important reason why 
American manufacturers are leading the world in 
economical and efficient production and new products 
born from research. 


f? 


EDITOR 
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No. CF-448 Series—Direct Illumination for Surface Mounting. For 4 lamps, 40 watts. 
Length lamps, 48°’. Length fixture, 50’ depth 61’’—width, 107%". Delivered unwired 
and unequipped, or wired and equipped with ballasts, starting compensators, lamp- 
holders, starter sockets, and with or without plastic enclosure. 


No. SF-648 Series—Direct-Indirect Illumination for Suspension Mounting. For 6 lamps, 
40 watts. Length lamps, 48’’—cover to ceiling, 25". Can be delivered unwired 





holders, starter sockets, and with or without plastic enclosure. 





GET YOUR COPY TODAY 


— . Advance Notice No. 





Qarsdu oh 
- a bulletin 


7 « — 
filled with pertinent Permatiector 
information on the 
Permaflector Fluores- 
cent Luminaire line. 
Costs, wiring specifi- 
cations, sizes,  fin- 
ishes, everything. 


















Gentlemen: 






Write for your copy 
at once—fill in the 
coupon at right! 






Name 


Address 








Company 
Position 


City 





and unequipped, or completely wired with ballasts, starting compensators, lamp- 


THE PITTSBURGH REFLECTOR COMPANY 
Oliver Bidg., Pittsburgh, Penna. 


Please send me a copy of (please check) 
] Advance Notice No. 17 Catalog No. 40 





MAKE THEM 


‘No. | 
in 41. 


In keeping with the quality. design, 
performance and manufacturing fea- 
tures that have always distinguished 
the Permaflector line of incandescent 
equipment, the Pittsburgh Reflector 
Company wishes to announce da line 
of fluorescent equipment, equally out- 
standing in its field ... the new, 
distinctively styled PERMAFLECTOR 
FLUORESCENT LUMINAIRES ... . fix- 
tures that offer many _ construction, 
performance and installation advan- 
tages to those who install or specify 
fluorescent equipment. 






















The complete group is especially bui 
to provide illumination of the fine: 
quality. A range of types and size 
. . . from two to six lamp units, flu 
or suspension mounted ... providé 
just the unit you may need for 
specific job. Numerous basic desi 
features, such as individual reflectd 
for each lamp, decorative ends 
bronze or aluminum, plastic enclosuy 
etc., make these luminaires all 
more efficient and attractive. 








































a 
o 


Space limits a complete descrip 
but data covering types and desi 
materials and finishes, installa 
wiring, auxiliaries, and so forth, 
be found in Advance Notice Noa 
. » « @ supplement to Catalog Na 
Write for it! Fill in the handy cap 
attached, and mail it today. Mak 
complete Pittsburgh line your “ 
in “41! 


























were PITTSBURGH 
REFLECTOR CO. 


403 OLIVER BUILDING 
PITTSBURGH, PENNA 
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By "The Man with the Panama Hat" 


CUE One of the advantages of having experienced 
business men in key positions on the Priorities Board 
is that they know the problems of business, big and 
little—a stark contrast with World War days when 
‘most everybody of consequence in the Priorities Divi- 
sion Was an army man. It’s a sure bet that the present 
Priorities Division will make every effort to confine the 
imposition of mandatory priorities to as few industries 
as possible. Small industrials and business concerns 
are advised to schedule their normal requirements of 
goods for civilian consumption as far as possible ahead 
of actual need, so that producers can make allotments 
that will not conflict with defense requirements. 


YOU CAN HELP Now functioning is the new setup 
for promoting subcontracting as a means to help prime 
You, as a salesman, 
‘over a specific territory, know where plants are located, 
know how they are doing, whether working to capacity 


contractors speed up production. 


‘only part time. If you find any plants wanting to get 
sub-contracts, urge the manager to communicate with, 
go to the nearest office of, the Federal Reserve 
Bank or the nearest Reserve Branch Bank. They have 
available a well posted liaison representative who has 
mplete information about prime contracts, types of 
laterials or parts needed. It is said that right now 
ny plant that has suitable machinery and equipment 
nd otherwise qualifies can get sub-contracts. 


BLACK HANDS Recently, Washington correspon- 
lents of most of the country’s newspapers and maga- 
nes showed up at the National Press Club with rather 
lack or dirty looking hands. New rules at 
he White House! All holders of one of those precious 
‘kets, a White House Press Pass, had to turn them 
accept certain new rules, be “mugged” (photo- 
raphed to you) and—finger printed in order to get 


Reason ? 


ne of the new-style passes. The ink used for the 
nger prints just wouldn’t come off. 


STREAMLINING 
ister service to other government departments, busi- 
ss and industries in connection with the preparedness 
rogram, Secretary Jesse Jones, of the U. S. Depart- 
ent of Commerce has realigned the Bureau of Foreign 


To give better cooperation and 
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and Domestic Commerce, created five divisions viz: 
Research and Statistics, Industrial Economy, Regional 
Economy, International Economy and the Division for 
Commercial and Economic Information. If you think 
you have business in Washington and don't know where 
you should go, inquire in Room 1060, main lobby, D. 
of C. building. There you will find the Service and 
Information Office, staffed by competent men who are 
there for no other purpose than to help you get to 
the right place, make the right contact, save vou time. 


BELIEVE IT OR NOT The Tax assessor of the Dis 
trict of Columbia in which Washington is located 
decided that the automobiles owned by District resi- 
dents were assessed at too high a valuation. That’s 
why for 1941 he has chopped automobile assessments 
so that D. C. taxpayers will save approximately $75,000. 
All that while, at the White House and “on the Hill,” 
they are sitting up nights trying to find new ways 
of squeezing more taxes out of the rest of the country. 


PRIORITIES PATTERN 


industries is the procedure, planned under mandatory 


Possible pattern for other 
priorities on aluminum. It will provide that suppliers 
submit their order books to the Priorities Division 
during the third week of each month. Defense orders 
will get the absolute right of way for shipments during 
the ensuing month, graded according to their priority 


rating. If, at that time, there is a surplus available 


1 
} 


for civilian use, allocation will be based on the merits 


of each commercial application. Until conditions ease 
up, the Divisions may be found somewhat tough on 
applicants who want aluminum, but could readily use 
some substitute. Also the ultimate use and destination 
of the finished product, proportion of finished units to 
pound of raw material, the question of processes in- 
voved in a particular commercial product, as they relate 
to current needs of that type of machine and man power 
in the defense program, all will be matters of consid- 
eration in making commercial allocations. 


WRITE if you want specific information on some 
matter handled in Washington. Address your letter 
to: WASHINGTON STRAWS, c/o Wholesaler’s Salesman, 


330 West 42nd St., New York, N. Y. 


a 
CAA) 
4 ' 
= 


és 
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IT COMES AS A SURPRISE 


when you get the bill for plant and labor tie-up due to circuit interruption from inefficient fusing. 


And what makes it worse is, that there has long been a remedy for inefficient fusing, and for its 


needless difficulties and expense. All 
you have to do to be rid of them for 
good is to install 


SHAWMUT 





RENEWABLE FUSES 


for a Shawmut fuse is the fuse to use 
when you want the maximum of effici- 
ency in operation and protection. 
Shawmut Shur-Lag Renewable Fuses 
are the simplest, sturdiest, and most 
serviceable time-lag fuses made. They 


have a dozen or more features that 





place them far ahead of all other time- 
lag fuses in economy and convenience 
— features resulting from an experi- 
ence in circuit protection extending 
over nearly half a century. One of 
these features—unique of its kind—is 
the remarkable Shawmut Renewal Link, 
which gives correct time-lag without 
the use of welded plates; it is of uni- 
form thickness throughout its length, 
and the quickest, easiest, and handiest 
of all renewal links to remove or insert. 
For full information about Shawmut 
Shur-Lag Fuses, ask your dealer, or 
write for our Bulletin 400. 





THE CHASE-SHAWMUT COMPANY NEWBURYPORT, MASSACHUSETTS 
FUSE MAKERS SINCE 1893 
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Business Index 
For The Month Of January 1941 


SALES With reports from 340 electrical wholesalers 
throughout the United States included, sales for Janu 
ary 1941 scored an increase of 40 per cent over the 
same month of 1940, this representing the greatest in 
crease during any monthly period since 1937, the year 
when compilation of these figures was started. 

As compared with the previous month, December 
1940, the sales for January were 23.3 per cent lower, 
a seasonal and yet somewhat smaller drop than might 
have been expected, considering the high level of the 
December increase. (130.9% ) 

Significant is the fact that there appear fewer weak 
spots in the national sales picture. Only a few of the 
reports of individual wholesalers actually showed de- 
clines from the January 1940 level while the bulk of 
reporting concerns took increases, ranging from 20 per 
cent upwards with some enjoying spectacular business 
due to rapidly growing industrial activity and building 
operations, directly traceable to the Defense Program. 


INVENTORIES Despite the fact that extraordinarily heavy 


January sales volume might well have dragged down 
inventories far below comparable periods, the cost 
value of inventories held at the end of January 1941 by 
290 wholesalers actually topped December 1940 by 16 
per cent and was 23.6 per cent above January 1941 
Since no arrival of strictly seasonal stocks could have 
contributed materially, these inventory increases seem 
to warrant the deduction that manufacturers of supplies 
and regularly carried lines are continuing to ship on 
fairly satisfactory schedules, thus enabling wholesalers 
to build up inventories in a ratio approaching the ratio 


of sales increases. 


COLLECTIONS \ccounts receivable of 307 firms totalled 
$34,857,000, as of January 1, 1941. The January Col 


lections of these same firms, when divided by 


1 
} r) 


that figure, 

result in a collection percentage of 69 for January as 

compared to 75 for December. Accordingly accounts, 
: >? 

on the average were outstanding 43 days in January as 


against 40 in December. 


SOURCE [These monthly reports covering the business activi 
ties ot electrical wholesalers throughout the United States are 
collected and compiled by The Bureau of the Census and the 
Bureau of Foreign and Domestic Commerce of the U. S. De 
partment of Commerce, and underwritten in part by WHOL! 
SALER'’S SALESMAN—A McGraw-Hill Publication. 
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| A handy Building Wire Calculator and Manual 
designed to facilitate interpretation of the NEW CODE 
are available to established Electrical Wholesalers. 
Write us on your business 
letterhead and receive your 


copies with our compliments. 


General Cable Corporation, 


420 Lexington Avenue, New 
York, N.Y. 


The General Cable Sales Offices are a nearby source of sales 
assistance: Atlanta, Boston, Buffalo, Chicago, Cincinnati, 
Cleveland, Dallas, Detroit, Houston, Kansas City (Mo.), 


Los Angeles, NewYork, Philadelphia, Pittsburgh, Rome(N.Y.), 
St. Louis, San Francisco, Seattle, Washington (D.C.) 


LINE THAT HAS 
IN WIRES AND CABLES 
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NALYSIS of January 1941 performance in our 22 

operating regions invites interesting comparisons. 

Region 13, made up of Kentucky and Tennessee, 
benefitting from tremendous increases in industrial 
activity, scored the biggest sales increase, 89.2 per cent 
over January 1940, yet managed to finish the month 
with inventories at 124.9 per cent, somewhat above the 
national figure. 

Reflecting the influx into Washington of over 30,000 
additional government employees since election, and 
greater industrial volume in Maryland, wholesalers 
n region 6 (Md. and WD. of C.), scored a gain of 61 
per cent in January sales, vet finished the month with 
10.8 per cent higher inventories than a year ago. 

Indicating that the incoming business tide is reaching 
more remote territory, region 15 (lowa, S. D. and 
Neb.), after lagging well behind the previous year and 
national performance, finally is catching up. It re 
ported January sales even with January 1940, and only 
9 per cent below December 1940. 

Sales along the Atlantic coast showed fairly uniform 
increases, stood somewhat above national performance: 
with inventories at the end of January ranging lower 
than 123.6, the national index figure. 

Pacific coast regions showed wide variations in both 
sales and inventory. Region 22, reflecting great 
activity particularly in the southern California industrial 
area, scored a 70.1 per cent sales gain against only a 
23.9 per cent increase for region 21, while region 17 
(Wash. and Oreg.) slightly exceeded the national index 
figures on both sales and inventories. 

99 


oe 


ALESMAN 


REGIONAL ANALYSIS 


Figures in this table apply to regions as 
outlined and numbered 


on map above 


BUSINESS INDEX 








SALES 


January 1941 
In “4 Compared With 


December 
1940 


79.2 
73.0 
66.9 
87.5 
Voce 
53.9 
t2.8 
62.4 
88.2 
89.6 
82.0 
66.5 
87.9 
v2.3 
91.0 
79.0 
82.8 
81.1 
88.0 
749 
81.2 
92.5 


76.7 


January 
1940 


138.8 
144.6 
144.0 
143.0 
138.8 
161.0 
150.0 
147.0 
162.3 
108.5 
147.7 
116.1 

189.2 
117.9 
100.0 
141.7 
154.1 

128.2 
142.8 
123.7 
123.9 
170.1 


140.0 


Number 
of 
Region 


INVENTORIES 
January 1941 
In % Compared With 


(See Map) December 


onoukwn - 


NNN =] @ @ @ BB oe 2B eo a 
N- OO MAN OUR WNH OO 


For 
U.S.A. 


1940 


126.0 
103.3 
116.6 
127.4 
112.0 
113.6 
115.8 
125.6 
$32.7 
9132.7 
123.4 
131.3 
109.9 
127.9 
20.7 
105.6 
103.9 
101.0 
111.8 
112.7 
102.0 
107.1 


116.0 


January 


1940 


112.6 
124.2 
114.8 
'23.7 
493.2 
140.8 
115.1 
106.9 
118.3 
148.8 
143.9 
125.9 
124.9 
133.0 
103.0 
124.6 
131.3 
172335 
125.0 
138.0 
132.2 
123.0 


123.6 
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Wholesalers S 








FLOODLIGHTING for protection and night work is demonstrated by this 
installation at the Federated Metals Division, American Smelting & Refin- 
ing Co., San Francisco. Floodlights with 1000-watt lamps illuminate the 
yards fronting on warehouses and foundries. Floodlights may be operated 
singly or in groups. (Westinghouse photo). 





Lighting Manufacturers Drive for 


Big 


Lighting 


are bidding 


manufacturers 


Year Through Wholesalers 


heavily for their 


share of rising sales to meet industrial needs, demands for 


higher lighting intensities, expanding commercial markets. 


\ ITH the success of fluorescents 
speeding sales along the whole 
hting front at a higher tempo, 
nufacturers ot both incandescent 
| fluorescent lighting equipment 
ve launched advertising campaigns 
consumer and business magazines 
ich are calculated to aid wholesal 
and boost their sales to unprece- 
nted highs for 1941. 
Fluorescent sales forecasts for 1941 
ige all the way from 15,000,000 to 
000,000 units, even the lowest figure 
remarkable achievement when it is 
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realized that sales in 1938, fluores- 
cent’s first year, totaled only 250,000 
units. With those estimates based 
chiefly on industrial and commercial 
demand, and the residential market as 
vet almost untouched, the fluorescent 
field obviously offers profits well worth 
going after for manufacturer, whole- 
saler and dealer. 

Sales of incandescent lamps, and in 
fact of all types of lamps and lighting 
equipment, also continue to be stimu- 
lated by educational campaigns such as 
Better Light Better Sight and I.E.S. 





NEWS 


Today not only the organizations 
sponsoring these but also many indi- 
vidual manufacturers are moving 
forward with aggressive campaigns to 
build bigger sales on previous gains. 
For instance, over $100,000 will be 
spent in 1941 by LE.S. Better Sight 
Lamp Makers alone in ads built 
around the theme “The Lamps That 
Have Everything for Everybody.” 

In the industrial and commercial 
held, two groups of manufacturers are 
promoting the cause of Better Light 
through intensive advertising -and pro- 
motions. The R L M Standards Insti- 
tute covers all types of lighting equip- 
ment, has established rigid standards 
of quality and efficiency, sees that those 
standards are maintained by all mem- 
bers. 

In the fluorescent field, Fleur-O- 
Lier Manufacturers are similarly 
organized, have minimum standards, 
check through neutral agencies to 
make sure that those standards are 
maintained, cooperate in the develop 
ment of new and improved units. 

30th of these organizations are 
gearing their 1941 advertising to the 
needs of the hour, are pushing better 
lighting as a speed-up agent in de- 
fense production, and as a_ safety 
factor. Furthermore, most of the manu- 
facturers in each group sell almost 
exclusively through whclesalers, thus 
representing an important and valuable 
aid to bigger sales for the entire elec- 


trical wholesaling industry. 











While several important manufac- 
turers in the lighting field have not 
yet completed their 1941 plans for sales 
cooperation and promotion through 
wholesale channels, others _ started 
heavy barrages of promotions in Janu- 
ary, or launched them recently. 

Among campaigns already an- 
nounced or under way, these deserve 
studying and should be followed 
closely as they are designed to build 
business for the wholesaler, viz.: 
Chicago Transformer Co. (ballasts 
only); Curtis Lighting; Faries Mfg. 
Co.; General Electric Co., Nela Park; 
Goodrich Electric Co.; Edwin F. Guth 
Co.; Hygrade Sylvania Corp.; Jeffer- 
son Electric Co. (ballasts only); The 
Miller Co.; Mitchell Mfg. Co.; Pitts- 
burgh Reflector Co.: The Wiremold 
Co.; Westinghouse Elec. & Mfg. Co 
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TWO MARKSMEN from Graybar’s 
Kansas City, Mo., house. S. J. “Sid” 
Glover, left, handles quotations on 
supplies and lighting; is a regular 
“walking catalog’. The fellow with 
the $4 tie is appliance specialist Ben 
Viller, who makes Graybar dealers 
and the power company happy. 


GIVING HIS COUNTERMAN a 
few pointers on the selling of portable 
lamps George Geis, vice president A. 
A. Electric Supply Co., Chicago, is 
shown with (1 to r) Clarence Petrick, 
John Grib, Norman Merle, Charles 
Kalal. 


Chicago Wholesalers Meet, 
Discuss Taxes 


CHICAGO—On Thursday evening, 
February 6, the Chicago Electrical 
Wholesaler’s Association met to dis- 
cuss the state tax situation and its 
effect on them. The meeting, held in the 
rooms of the Electric Association at 
20 N. Wacker Drive, was called to 
order by A. J. McGivern, managing 
director, who introduced as_ speaker, 
\ttorney Porges of the Illinois De- 
partment of Finance. Some of the 
points discussed were: the tax on sales 
to the government, and to contractors 
doing government work; taxes on in- 
terstate shipments; the effect of out- 
of-state contractors doing work on fed- 
eral areas in Illinois and other points 
along the same line 

The meeting served as a necessary 
and effective means of clarifying what 
has become a very confusing situation. 


Adequate Wiring 


lhe electrical industry of Cincin- 


nati has obtained a strong sales argu 


ent for those folks who say that 


] + ] eae 
i;equate Wiring mignt ve okay ror an 


expensive home, but is too expensive 
the modest residence. hese ibjec- 
told about the 169 homes 


all under $6000 


tors will be 
which are being 
onstructed in Parkview Heights by 
Suburban Developers, Inc. Each house 
adequately wired with an average 
if 33 outlets and 14 switches. Further- 
every kitchen is equipped with 
tilating fan 

Last year the K:lectric 
\ssociation issued more than 3000 
\.W. certificates, including two large 


( hicago 


ELECTED VICE PRESIDENTS of the Westinghouse Electric & Manu- 
facturing Co. From left to right are, Bonnell W. Clark, R. A. McCarty, 
Frank B. Newbury and A. C. Streamer. Mr. Clark, president of Westing- 
house Electric Supply, started in the electrical wholesaling business in 1906 
with Robertson-Cataract, Buffalo, became general manager of Wesco in 
1929. R.A. McCarty, manager of the Steam Division, joined Westinghouse 
in 1903 at 16 cents an hour, following graduation from the University of 


T eunessee. 


Manager of the Emergency Products Division, Mr. Newbury 
has been with the company since 1903. 


A. C. Streamer, who is general 


manager of the East Pittsburgh division, has worked for Westinghouse 


since 1908. 


apartment house sales late in the year 
one building having 554 apartments 
the other 128. 

\tlanta, Ga., Columbus, Ohio an 
Charleston, S. C. have set up adequat: 
wiring bureaus. The Atlanta activity 
is sponsored by the Electrical Associa 
tion, which has set a peg of 500 ade 
quately wired homes for the current 
year. The Columbus group is certify 
ing installations in that city and _ five 
counties. Charleston activity is spor 
sored by the Electric League, is the 
forty-fifth group to be licensed by the 
National Bureau. 


In Home Stretch 


Some wholesaler’s salesman will 
soon be driving a new Chevrolet, 
Ford or Plymouth, because he sold 
more Guth lighting fixtures between 
last September and March 15. The 
car’s the prize to be awarded by The 
Edwin F. Guth Co. Results are still 
coming in, and the winner will be an 
nounced by Guth next month. Among 
the leaders at press time for that new 
car are J. R. Batek, West Michigar 
Electric Supply; J. B. Churton, Banks 
Miller Supply; Blain Cobb, Nortl 
Coast Electric; Walter Ferry, National 
Specialties & Machine; Harold Lusk 
Scranton Elec. Construction; W. H 
\tkinson, Graybar; J. M. Benne: 
Nichols Electric; W. K. Bernhard, 
Bernhard’s; W. T. Burkle, Sands 
Electric; R. V. Freshour, Stokes Elec- 
tric; Frank Edin, Globe Electric; ] 
Hemnes, Kubec Electric; C. D. Lyle 
Nichols Electric; Ray Tillman, The 
Brecher Co.: George Young, C. & H 
Menzer, Inc. 


Changes In 
Lamp Agency Setup 


Material changes in the general 


structure of sales rules governing com 
pensations to agents and discounts t 
purchasers of G.E. and Westinghous« 
lamps went into effect March 1, 1941 

The basic result of the changes is a 
lowering of the price to a great num 
ber of consumers. Outstanding fea 
ture is the increase in discount to non 
contract purchasers, a change which 1 
is believed will increase counter cus 
tomer business. Reduction of annua! 
sales bases to Form E contract buy 
ers is announced, while maintenance 
of retail agency compensations on low 
ered sales bases affect retail agents 
favorably. 
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New Plant For 
Curtis Lighting 


CHICAGO—Because incoming orders 
were pushing the production capacity 
in its present plant too closely, Curtis 
Lighting, Inc. needed to obtain larger 
facilities, so is building a one-story, 
line production factory in the Clear- 
ing House Industrial District. The 
new structure will enable Curtis to 
increase production from 30 to 50 per 
cent. Darwin Curtis, president, states 
that the company has an option on 
additional surrounding ground suffi- 
cient to double the size of the plant 
later, if necessary. 

The adjoining photograph of the 
new 108,000 sq.ft. building was taken 
early in February just 24 working 
days (33 calendar days) after the 
construction contract was signed, so 
progress was made unusually fast, and 
there seems no doubt that Curtis will 
be producing lighting equipment in 
the new location early next month, 
is planned. Curtis’ previous location 
m Jackson Blvd. has been sold to 
Automatic Electric Co. 

This latest expansion of Curtis is 
another forward step in the company’s 
growth which dates back to 1897 when 
the late Augustus D. Curtis introduced 
the X-Ray silver mirror reflector. An- 
‘ther important contribution of Mr. 
Curtis came in 1908 when he presented 
the idea of indirect illumination to the 
industry. 

Besides this new large plant, Curtis 
ilso operates a Canadian factory in 
Toronto. Their English, French and 
Belgium plants no longer are active 
lue to the war. 





FROM WHOLESALER to manufac- 
turer’s representative is the move just 
made by Harry D. Blackburn, who 
will represent the Bryant Electric 
Company in northern Ohio. He has 
been connected with the _ electrical 
supply business in the Cleveland area. 








roe 


Streamlined Curtis plant will be operating next month. 





efense Stressed 
t NEWA Pacific Meeting 


Convening at Del Monte for annual Pacific conven- 


tion, 250 wholesalers, manufacturers and utility men 


hear addresses on electrical industry’s part in defense 


He rHE defense program is affect- 
ing electrical operations and mar- 
kets on the Pacific Coast was outlined 
by speakers at the annual Pacific 
Division meeting of the National Elec- 
trical Wholesalers Association at Del 
Monte, Calif., February 13-15. Thi 
electrical business in this region wi 
reach new records and that priorities 
may affect future supplies of materials 
were two conclusions emphasized be- 
fore the 250 wholesalers, manufactur- 
ers and utility men in attendance. 

An urgent warning against competi- 
tive and uneconomical sales tactics 
that will squander valuable and irre- 
placeable stocks of materials was is- 
sued by N. J. MacDonald, vice-presi- 
dent and general sales manager, 
Thomas & Betts. “Remember we all 
want to be in business long after the 
present emergency is over,” he said. 
“We can’t do it by raiding each 
other’s customers and selling supplies 
at prices that will not permit stock 
replacements even if stocks can be 
obtained.” MacDonald urged that 
every effort be made to take care of 
the 20% of customers who usually 
provide 85% of the total business, es- 
pecially as stocks become low. He 


Lt 
1] 
il 
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cited probable instances where “butter 
will be sacrificed for armament” in 
electrical manufacturing. 

Commander Frank M. Harris, 
USNR, chief of the bureau of tests 
and specifications, Pacific Gas and 
Electric Co., speaking for the Navy, 
told how defense was affecting Pacific 
Coast industrial development, espe- 
cially in the shipbuilding and aircraft 
industries. Both will be large users of 
electrical equipment, he declared. Coast 
plants have $14 billions of ship con- 
tracts and $1.4 billions of aircraft 
orders. The electrical industry has an 
opportunity to capitalize upon the 
necessary plant modernization that 
will result from defense contracts, he 
said. 

\ plan for the continuation of ad- 
vertising and merchandising along a 
wide front was made by J. M. Spang- 
ler, vice-president and general man- 
ager, National Carbon Co., who 
warned against the lure of defense at- 
tractions. He pointed out that the 
roots of the U.S. economy are deeply 
sunk in the production of consumer 
goods and urged that consumer re- 
search be intensified. 

Problems and programs of the elec- 
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tric utilities as they affect the whole- 
saler and manufacturer occupied one 
whole session. 

That electric service is adequate and 
efficient to meet any defense power 
demands was the declaration of Ge rge 
M. Gadsby, president and general 
manager, Utah Power & Light Co., 
Salt Lake City. He asserted that the 
U.S. has an installed electrical capac- 
ity of 41 million kilowatts—more than 
that of Germany, France, Italy and 
the British Isles combined—and that 
four-fifths of this generating equip- 
ment has an average age of little more 
than ten years. 

How utility sales and construction 
budgets will affect 1941 business was 
outlined by George C. Tenney, editor, 
Electrical West. He said that com- 
mercial executives expected appliance 
sales increases this year ranging from 
2.5% to 19%; and that wholesalers 
will benefit further through sales to 
140,000 new homes that will be con- 
nected to utility lines this year. 

In the annual golf tournament, the 
Copper Cup was played for in the one 
hundredth competition and was won 
by J. I. Colwell, Pacific Northwest 
Manager, Graybar Electric Co. John 
Fox, National Carbon Co., Los An- 
geles, won the Manufacturer’s trophy ; 
3oring, Portland manager, 
General Electric Supply Corp., took 
the Clendenin Cup and George Sulli- 
van, vice-president, Portland Electric 
Power Co., captured the Central Sta- 
tion trophy. 


George 


WITH THE WINNERS. Howard 
Weber, commercial engineer, U. 8S. 
Rubber Co. lines up with Mrs. Ernest 
Anders, wife of the Public Utilities 
Commissioner, Jacksonville, and Mrs. 
R. J. Gaskill, wife of Fort Wayne’s 
Superintendent of Signal Services 
These ladies won the Costume and 
Bathing Beauty Contests held when 
U.S. Rubber was host to the Inter- 
national Municipal Signal Association 
meeting in Jacksonville, Fla. 
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REMINDERS APLENTY for contractors, industrials and dealers who 
visit the city sales room of Raub Supply Co., Lancaster, Pa. Front side 
of counter contains illuminated displays of wiring devices, boxes, covers, 
etc. Catalogue number identifies each product. Residential and commer- 


cial fixtures are in full view, also. 





ON JANUARY 22, General Electric 
held more than 40 dinners throughout 
the country to mark the conclusion of 
an extended and successful sales cam- 
paign in which all departments partici- 
pated. Campaign was a tribute to 
President Charles E. Wilson celebrat- 
ing his first year in that position. 
The various cities were linked by 
telephone to enable Mr. Wilson to 
address them. A few at the Bridge- 
port dinner were (I to r) Carl Snyder, 
George H. Chapman, Orrin Kilbourne 
(Hartford distributor), A. M. 
Sweeney, C. M. Lynge, John P. Rain- 
bault. 





Swartzbaugh Enters 
Major Appliance Field 


TOLEDO—tThe “Everhot” trade mark 
goes ona line of three large size elec- 
tric ranges to mark the entrance of 
Swartzbaugh Manufacturing Co. into 
the major appliance held. 

\ll three models have the same 
basic chassis with differences  ac- 


counted for by accessories provided. 


Association Doings 


PHILADELPHIA—For 1941 the 
Electrical Association of Philadelphia 
plans an even faster tempo for its pro- 
gram of promotional work and con- 
sumer education. The Association will 
utilize several of the local broadcasting 
stations and daily newspapers. News- 
paper advertisements will have the 
shape and appearance of telegraph 
blanks, radiograms, etc., will feature 
practically every branch and product 
of the electrical industry. 


DENVER—A lighting institute will 
be held here during March under the 
sponsorship of the Rocky Mountain 
Electrical League. The Institute will 
be under the direction of )* M. Ketch 
of G.E.’s lighting division and will 
show many new developments in all 
branches of illumination. 


KANSAS CITY—The February 11 
luncheon meeting of the Electric Asso- 
ciation of Kansas City was entertained 
by a movie inspection trip through 
the plant of Hubbard and Co., Pitts- 
burgh, saw demonstration of modern 
manufacturing methods. 


MUSKEGON, MICH.—The Wolver- 
ine State Electrical Contractors Asso- 
ciation will have their annual spring 
convention at the Occidental Hotel 
here on April 18 and 19. A full pro- 
gram has been planned by the com- 
mittee. 


New Buildings 


Contract has been let for 
tion of a new headquarters building 
for Westinghouse at Atlanta. 

In addition to a service plant, the 


(Continued on page 69) 
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RIGHT-SIZE LAMP MONTH! 


“ORK FOR YOU! 


dec4ntap™4 


WINDOWS — Hee’. the way your a 
use the special March display 
with the Saturday F. vening Po 
window. It helps make their s 


arters 
for the March Right Size La 


MP month activity, 


COUNTERS~— 0 course they should feature 
right size lamp bulbs all during March. See 
that the Special display tie-in card is placed 
right at the Point of sale. 


nc 
S33))\ baw 


MERCHANDISIN ACKS — o,- they can 
Put the special display tie-in card On top of 
eir wire merchandising bulb racks where it 


will remind Customers and sales People to fj] 
empty sockets, 


GENERAL () ELECTRIC 


° : N 
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Selling Residentia 


The wholesaler who displays fixtures, also attractive and 


novel installation ideas, then helps his customer with 


more difficult choices, will build profitable fixture sales 





ECAUSE so few contractors 
and dealers maintain presenta- 
ble residential lighting stocks 
and displays, the wholesaler’s func- 
tion in this activity is becoming 
steadily more important. 


Further- 
more, residential 


construction 1s 
moving ahead fast, the new homes 
market is expanding more rapidly 
than ever before, while improved 
general business conditions serve to 
stimulate the sale of fixtures for 
modernization work. Thus it ap- 
pears, that right now the residential 
fixture field offers the wholesaler 
almost limitless opportunities for 
volume and profits. 

How can the wholesaler go about 
getting his full share of this busi- 
ness? Based upon our experience 
residential fix- 
tures, the wholesaler who expects 


in merchandising 


to do a successful job must operate 
on the following three-point princi- 
ple: 1) maintain attractive, clean, 
modern displays; 2) adopt an hon- 
est, strong contractor-dealer policy ; 
3) stock and promote enough lines 
to cover a broad price range. 

While the wholesaler’s salesman 
and his contractor-dealers, in turn 
can create interest in fixtures by 
using a catalogue, the sales job is 
simplified, and much more effective 
results with larger unit sales are 
assured, when the customer can see 
the fixtures in operation. Therefore, 
a display is necessary. 

Our own company just recently 
finished an entirely new and modern 
fixture department. It consists of a 
series of show rooms, each particu- 
larly designed to display related 
types of fixtures to best advantage. 
This makes it possible for contrac- 
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Here is the Colonial Room where customers have a broad selection 


of both ceiling and wall units from which to choose. 


Good looking 


wallpaper and light wood along lower wall add to appearance. 


tors and dealers to see all types of 
residential lighting under best pos- 
sible conditions. But more impor- 
tant, the display is used by these 
retailers for selling to their custo- 
mers. Offering these facilities makes 
us friends and brings business from 
contractors and dealers who no 
longer maintain fixture rooms, and 
who would do very little in the line 
if they could not depend on the 
wholesaler to provide these facilities. 

The wholesaler should also keep 
in mind that the general builder or 
individual home owner is always 
looking for new ideas, so on this 
basis Mr. Harry Berken, head of 
our company and a lighting man 
for many years, incorporated sev- 
eral unusual features throughout the 
display rooms. 

For example, mercury switches 


are used to control every unit dis- 
played. Although the electrical man 
knows about these switches, they 
are still novel to the public. Conse- 
quently, when we snap the switch, 
and there is no “snap,” ques 
tions are asked. Result—this one 
feature has built considerable mer 
cury switch sales for contractors 
and ourselves. 

In our crystal room we have com 
pletely indirect fluorescent lighting 
illuminating a mirror. The effect is 
interesting and attractive, so the in- 
stallation has developed quite a 
number of similar jobs at a fine 
profit, because it supplied an idea 
for the prospective home builder. 

In our demonstration recreation 
or play room, we have some unusua 
lighting effects to attract attentio1 
and provide suggestions. An etched 
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| Lighting 


By Ralph Robbins 

















Above—lighting for the party-room. Ideas for the pros- 
pective builder are the leather seats at bar, also the 
etched glass mirror behind bar. Glass is illuminated by 
various colored fluorescents. Right—Suggestions aplenty 
for the breakfast nook. Besides ceiling units, flush type 
radio, combined wall clock and chime, niche type illumi- 


nation are on parade. 


mirror over the bar is illuminated 
by concealed fluorescents of various 
colors. 

Our breakfast nook not only dem- 
onstrates lighting for such rooms, 
but is equipped with a flush type 
radio, a combined clock-door chime, 
also, a couple of pictures indirectly 
illuminated. Other unique features 
are incorporated in our displays, 
each designed to pass along an idea 
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that will result in more sales for the 
contractor. 

Because the wholesaler must have 
the cooperation of the electrician, 
not only for the sale of residential 
fixtures, but also for wiring ma- 
terials, he must be protected on all 
sales. We do a considerable volume 
with development builders in the 
New York area and the electrical 
contractor is fully protected on all 








Ralph Robbins, manager of lighting department, Central 
Queens Lighting Fixture Corp., Jamaica, New York, has 
specialized on lighting for six years. Lucite furniture is 
used throughout the Crystal Room. 





this business, even though he might 
not always have much to do with 
the actual selling. However, main- 
taining such a policy we hold their 
good will and naturally obtain a 
larger share of their wiring materi- 
als business. 

While some wholesalers carry ten 
or more different residential fixture 
lines, we concentrate on the prod- 
ucts of five manufacturers, but those 
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FOR SERVICE DROPS 
AND ENTRANCES 
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Recommend 


HAZARD 


The illustrations show typical 
applications of Hazard Service Entrance and 
Drop Cables for making service connections. 

For many installations, rigid conduit for 
entrances is unnecessary. The strong, flexible 
sheath of Hazard Service Entrance and Drop 
Cables provides the needed protection, while 
the concentric uninsulated neutral makes 


diversion a practical impossibility. 


The complete descriptions 
and concise technical data 
contained in our booklet 
#528, Hazard Service 
Cables, will be valuable 
to you. Write for a free 
copy today. 


HAZARD INSULATED WIRE WORKS 
DIVISION OF THE OKONITE CO. 
Wilkes-Barre, Pa. 


Offices in Principal Cities 
{ 
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This is the view the visitor 
a series of individual rooms, 
type of lighting. Each of these has 
the home more attractive. 


gets 


are complete enough to cover the 
full price range. By such concentra- 
tion know the sales features 
more thoroughly, therefore, can do 
better selling job on each line. 
Many people are forced to hold 
fixture costs to a minimum and we 
have two competitively priced lines 
for them. We display and stock two 
lines in the medium price range, and 
me line for those people who can 
afford to buy the best in residential 
lighting. That gives us the coverage 
and has enabled us to 
satisfy most people who visit our 
show rooms. We lose some of them, 
however, and it is usually because 
f price. They expect the contrac- 
tor’s and builder’s discounts, also 
expect to chisel on top of that. 
Naturally we prefer to forget about 
them. 

Selecting lighting for a home is 
a pretty complicated job for the 
average person. Realizing that, we 


we 


da 


necessary, 


do everything possible to lessen this 
confusion by following a set princi- 
ple whenever possible. We take care 
of the simplest room first—kitchen, 


as 


each devoted to a 
SULE 


sS 


ing, we display them nearby, and 
usually suggest them after the fix 
tures have been taken care of. This 
method of selling chimes in conjunc- 
tion with lighting has been practised 
by us for several years. In fact, we 
fully realized the possibilities, when 
we were fortunate enough to supply 
chimes with fixtures for the homes 
of Levitt & Son, one of the largest 
New York developers, when chimes 
were still a novelty. 

Obsolescence has probably stifled 
more individual fixture concerns 
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he starts through This room is devoted solely to the showine of fixtures 
particular for the porch and other exterior applications ls through- 
estions for making out entire display, mercury switches control each unit 
4 stone floor adds a realistic touch. 

bath, basement. Everything’s going than a x e] ecau ( 
along fine so far. No wrangles be- investment r\\ 
tween husband and wife. Then we'll rouble. So itt 
probably lead them to the exterior that condition, we begin by doing 
lighting, and fixtures for the second our best to make the display room 
floor. The thought here is hold the saleable. O u? Is « ider 
most important rooms to the last; ible ie ch day d r and 
such as the dining room, living room cleaning ixtu We 
or main hall. By following this plan nev mp Vhet 
we can sell somewhat faster, also u “Ol ) we 
simplify the selection job for the replac nmediately. Furtherm 
prospect. Result—everyone is satis- every ust b ller o S 
fied, and more and bigger sales are pulled | priced lo get rid 
made. of the VE LIVE tside’ sak 

Because chimes fit in with light- men a list of numbers that aren’t 


moving well, and pric ‘m down. 


It is our thought that if we have 
done a poor buying job, it is better 
to take the beating now instead of 
tying up the money for several 
years, with still worse results at that 
time. 

These suggestions may prove 
valuable to whol 


esalers in other ter- 
manufacturers will 
additional ideas for 


a profitable operation, but be 


Yi ur 


many 


ritories. 
provide 
sure 
to maintain a good display, a policy 
and a sufficiently diversified stock. 
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Better Selling 


To Industrial Buyers 


ARTICLE 3. Sell Yourself to the Purchasing Agent 


By Edwin Laird Cady 















AVE you ever wondered why 
the P.A. is called an “Agent” ? 
The Engineer with equal or 
superior authority is not called an 
“Engineering Agent”, nor is the 
Treasurer called a “Money Agent.” 
Why, then, is this distinction given 
to the buyer? 

In the answer to that question is 
the foundation of all of the troubles 
that salesmen have in selling them- 
selves to the P.A. 

The Purchasing Agent actually is 
an “Agent” ... a man with the 
power to commit his employer to 
legally binding contracts. His po- 
sition, therefore, is one of grave re- 
sponsibility; he has to be cautious 
and conservative. And if you do 
not believe that racketeers take ad- 
vantage of the legal authority of the 
P.A., just go and have a heart to 
heart talk with the Local Better 
Business Bureau or with the Dis 
trict Attorney. As an Agent, the 
P.A. easily can bankrupt his em- 
ployer, and he must think accord 
ingly. 

This does not mean that the P.A. 
thinks about the law every time he 
signs an order. But he does get 
into the mental groove of sober and 
measured thinking. He weighs 
everything. And he likes to be 
able to shift his position whenever 
his weighing of a situation shows 
that a shift will be profitable. 

With this responsibility and this 
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habit afflicting the P.A., 
there are two kinds of salesmen 


mental 


who have major trouble with him. 
They are 1) the boy who is ir- 
responsible in his statements and 
actions; and 2) the shark who tries 
to limit the freedom of the P.A. by 
putting him under obligations. 
Either of these salesmen may get 
business for a while, but neither 
can win in the long run, for both 
are out of step and out of line. 

The Industrial Purchasing Agent 
should be thought of as the “fifty 
per day man”. An average of fifty 
salesmen per day want to see him, 
and he tries to see them all. 

Think of what that 
terms of his time. If he works 
from nine to five with an hour for 
lunch, he has 420 minutes per day. 
If the P.A. took only twenty min- 
utes out per day for signing his 
mail, etc., and divided the rest of 
his time equally, then each interview 
could have just eight minutes. What 
chance has the irresponsible, unpre- 
pared salesman for getting an ade- 
quate interview ? 

With 50 per day coming at him, 
a P.A. can get terribly sick of sales- 
Off and 
on through the years I have had one 
Industrial Purchasing Agent keep 
score on such things. During the 


means in 


men and their approaches. 


Amos ’N Andy days, he was of- 
fered 426 “Big Propositions” within 
two weeks! 


During the period 











when we all were supposed to talk 
ourselves out of the repression, he 
was greeted with: “How is business 
—you liar?’ 504 times in twelve 
days! Recently he was asked: 
“What did you think of the fight?” 
84 times within 48 hours! Do you 
wonder that he has a soft place in 
his heart for the boys who talk busi- 
ness and do not waste his time? 

And as one of 50 per day, it does 
not pay a salesman to be careless 
about his clothes, manners, breath, 
samples, knowledge of 
prices, and other sales tools. The 
careful salesman can be depended 
upon, and will not waste time as a 
rule. Naturally, the salesman who 
handles his sales tools just like a 
good mechanic handles his tools, is 
most likely to get the breaks. 

The P.A. loves the salesman who 
is willing to give him a few breaks. 
This is so because the P.A. has 
learned that his house always, in 
the long run, gets the best deals 
from the best salesmen. 

A salesman can only give himself 
breaks with the P.A. by building 
his knowledge of how to help that 
P.A. For no two buyers are just 


catalog, 


alike, as every salesman knows, and 
no buyer is willing to have himself 
treated as an “average case.”’ And 
the essence of salesmanship is to 
understand men as individuals. 

In building his knowledge of a 
P.A., the wholesaler’s salesman has 
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Salesmen who consider the time and 


get a hearing when they have a story to tell. 





convenience of the Purchasing Agent 
On his side the P.A. knows 


that good salesmen generally offer good deals, so throws his business their way. 


the big advantage of making dozens 
of calls and having hundreds of 
chances to study the man. This 
advantage should be used. Records 
should be kept. 

The first thing to know is the 
iabitual time schedule of the man. 
Salesmen who have called on a P.A. 
for years can still be fantastically 
stubborn about always arriving at 
the peak hours of 10.00 a.m. or 
3.00 p.m., when at either 8.00 a.m. 
rr 4.30 p.m. they could have fifteen 
ninute instead of three minute in- 
terviews with him. Some buyers 
ave peak days of the week or of 
the month. Seasonal business buy- 
rs may have a few days per year 
vhen they place most of the busi- 
less and cannot be seen at all, with 
lenty of off season free days for 
aying the ground for peak season 
rders. Nearly all salesmen are 
ware that buyers have personal 
ime tables . . . and nearly all ignore 
lem. 

The salesman who asks only for 
hort, snappy routine interviews can 
sk for and get extra long ones 
vhen he has something extra hot 
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especially if he phones for an 
appointment. For the eight min- 
utes-per-average-interview does not 
have to be spread evenly by the 
salesman, it can be taken in lumps. 

Kvery P.A. has his own indi- 
vidual records system, and knowing 
this is second only to knowing his 
time table. 

One Industrial Purchasing Agent 
| know, always wants three copies 
of everything he considers worth 
filing ... one for himself, one for 
the engineering department and one 
for the planning division. Yet of 
the 400 odd salesmen who have 
been told about this, less than 25 
remember and respect it. Naturally, 
the ones who remember get the 
breaks, or rather, give themselves 
the breaks. 

Many P.A.’s, knowing that few 
salesmen call on stormy days, take 
advantage of the rain to straighten 
out their records. The salesman who 
knows that about them, will show 
up on the bad weather day with 
all of the stuff he wants recorded. 
plenty of 


Some buyers _ like 


printed data and should be given 


plenty, others like less and only the 
rare pieces. should be forced upon 
them. But all buyers want to know 
what was said in interviews with 
engineers and other specifiers, and 
the wise salesman picks his time 
and makes his reports to them. 

Knowing the true limits of the 
buying authority of any one P.A. 
may be hard. Some lines he con- 
trols outright, on some others he 
buys on the advice of his engineers, 
and on a few he buys only what he 
is told to buy. Going to the engi- 
neer or other specifier on lines the 
P.A. controls ts a sure way for the 
salesman to give himself bad breaks 

. and buyers have long memories. 
Failing to inform the engineer on 
lines on which he advises the P.A., 
or to sell the specifier on goods the 
P.A. merely confirms, can be fatal 
to order signing. The only way to 
know the lines of authority is to 
study the company, keep records, 
ask questions, and take time. 

In spite of his bruises from con- 
tacts with fifty salesmen per day, 
the Purchasing Agent is a human 
being and likes genuine friendship. 
Sut genuine friendship. 

A salesman can give himself very 
good breaks by knowing the P.A. 
as aman. And this does not mean 
talking about his hobbies in order 
to get under his skin. The P.A. 
knows all of those tricks and has 
had them worked on him by ex- 
perts. 

The P.A. has to get along with 
salesmen in order to run his job. 
He has to sell himself, at least to 
the better salesmen, to get the best 
for his house. And he is good at 
it. 

Many a salesman thinks he is 
making a big impression when all 
the P.A. is doing is meeting him on 
his own ground. For the skilled 
P.A. habitually tries to help every 
salesman to be at his best. He 
gets the best deals from salesmen at 
heir best. 

There is no fault that a salesman 
cannot commit and get business, 
if he knows his line, the P.A. and 
himself. For the P.A. weighs facts 
and measures situations. 
sponsible. Also he admires the sales- 


He is re- 


man who is a true friend and gives 
him the breaks. 








No seeing problem in this office 
with fluorescent in Certified* 
FLEUR-O-LIERS. Employ- 
ees are less tired—do better 
work under higher lighting 
levels. 


Certified FLEUR-O-LIERS gives 
this men’s store a fresh, sales- 
stimulating atmosphere .. . 
speeds selections and take 
guesswork out of color 
choices. 





<—Distribution photometry. The light output in all directions around 


a plane and at several points of rotation about a center axis, is 
measured by means of a photoelectric cell. 


Two of the 
rigid FLEUR-O-LIER 


tests 


Life test of fluorescent lamp starters. The starters are wired to—> ! 
one cathode of each of two lamps, equivalent to failed lamp q 
conditions, and operated continuously until failure, when they 

are opened for examination. 
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| FLEUR-O-LIERS 


| YOUR MARKET—/e/p you sell faster 








No limit to the choice — no limit to the interest. Everybody 
talks FLEUR-O-LIER when they talk fluorescent lighting. 


Yeu can satisfy every customer—fill any need for fluorescent 
fixtures with your choice of these 75 Certified* FLEUR-O- 
LIERS. And you know that whichever FLEUR-O-LIER you 
select is built to 50 rigid specifications. These requirements 
couldn’t be tougher or half as inclusive if your most expert 
customer wrote them himself! 


Electrical Testing Laboratories certify that FLEUR-O-LIERS have 


met these 50 specifications set up by MAZDA lamp manufac- Let this label go 
turers for electrical, mechanical and lighting excellence. 





Control equipment (ballasts and starters) are certified, also, to work for you f 
assuring the user of balanced, coordinated performance. ] It assures high quality fixtures and 
: ‘ ; F satisfactory performance for your 

FLEUR-O-LIER means customer satisfaction not only in choice customers. 
but in service—and that’s what makes profitable jobs for any @ kt means Exeuces covrtfied by Mocticel 
' Testing Laboratories to specifications 
contractor: set up by the MAZDA lamp manufacturers. 


" _— ° ° It means fixtures that use control 
Over 40 leading fixture manufacturers are now participating in asinenene Galina: sah eeeiene 


the FLEUR-O-LIER program. Use the coupon below to get which are certified for balanced perform- 
booklets and complete information. a 


All FLEUR-O-LIERS are eligible for FHA financing 


4 It means fixtures backed up by strong 
national advertising, which helps you 
sell faster. 


GET THESE TWO NEW BOOKS FREE! 
F L i U R oe re) a L } £ -E Send in coupon and books will be mailed 
promptly with list of manufacturers. 


Participation in the FLEUR-O-LIER MANUFACTURERS’ program is open 
to any manufacturer who complies with FLEUR-O-LIER requirements 










TEAR OUT AND MAIL 
Fleur-O-Lier Manufacturers + 2121-3 Keith Building, Cleveland, Ohio 
Please send me helpful information about Certified* 
FLEUR-O-LIERS, packages of indoor daylight for stores D 
officesO = factories 0 











Name 





Address 


City 
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NEW PRIORITIES BOARD, Office of Production Manage- 
(Left to right, sitting) Capt. A. B. 


ment, Washington, D. C. 
Anderson, Leon Henderson, William S. 


Stettinius, Jr., Donald M. Nelson, Maj. Gen. R. C. 


N February 24th, 1941, the 

Office of Production Manage- 

ment, for the first time in the 
present emergency, imposed manda 
tory and industry-wide priorities 
under the defense program upon all 
the nation’s producers of aluminum 
and all the builders of machine tools 
The announcement came from Ed 
ward R. Stettinius, director of pri- 
orities of the OPM. 

Few industries of any importance 
will escape the terrific impact of 
this—the first step toward -what 
may eventually become a priorities 
regulated business 


the war lasts. 


community—if 


\luminum is used in thousands of 


different ways. For a while at 
least, the manufacturers of cooking 
utensils, table appliances, washing 
machines, refrigerators will find it 
difficult to get aluminum to meet 
their needs, because they are not re 
lated to defense. Many makers of 


fittings, lighting fixtures, cable, ra 


dios will be up against 


38 


John D. Biggers. 


Moore, 


By 0. Fred. Rost 


Machine tools are, of course, the 
very foundation of every modern in- 
dustry and under the priority sys- 
tem none will go to  unessential 
plants until defense needs have been 
met. 

\nd there are bottle necks that 
foreshadow priorities in other in- 
dustries. 

For instance, it is no secret that 
there exists right now an acute 
shortage of zinc, in fact the situation 
is so serious that available supplies 
That 
many, including galvanizing plants, 


are being rationed. means 


will be affected. 
Copper is actually scarce, and 
wires and cables 


certain sizes of 


cannot be drawn nearly fast enough 


+ 


to meet the most urgent needs of 


1 


the moment. 
We could go on and name many 
her items or industries that right 


are feeling the pinch, and the 


y 
— 


T PRIORITIES 


(Left to right, standing) Brig. Gen. H. K. 
Rutherford, James F. Towers, Charles E. Adams, E. 
Knudsen, Edw. R. kins, Blackwell Smith, R. J. Lynch, A. C. C. Hill, Jr., 
Marvin B. Folsom. 


M. Hop- 


number of manufacturers affected 
by shortage of specific items, raw 
or fabricated materials, is large in- 
deed. 

Those who are intimately fami- 
liar with the situation in some of 
these fields believe that things will 
ease up as soon as production ratios 
have been geared up to meet the 
sudden and unprecedented increases 
in demand. In certain other fields, 
shortages may be expected to con- 
tinue for some time, because new 
capacity cannot be created quickly. 

* * * 

\ll this recital of actual condi- 
tion as of March Ist, 1941 is not 
presented here for the purpose of 
undue alarm or 
among wholesalers and t 


creating anxiety 


heir sales- 
men. Instead, our object is to show 
that these conditions do exist, that 
they have far-reaching consequences, 
that no one can foretell their dura- 
tion, and that the electrical whole- 
saler may have to put up with some 
inconveniences. 
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We are convinced that officials of 
he priorities division of the OPM 
sincerely wish to confine the impo- 
sition of mandatory priorities to the 
smallest number of industries. We 
believe they want to steer clear, as 
long as possible, from having to 
design priority procedures and ad- 
ministrative machinery for so com- 
plicated a set-up as the electrical 
wholesaling industry. 

But—we are also wholly convinced 
that if, through sheer necessity, or 
as the unfortunate result of careless 
action, hoarding or greed for specu- 
lative profit on the part of one or a 
few wholesalers, priorities must be 
imposed in this field, there will not 
be a moment’s hesitation, and ap- 
propriate orders will be issued to 


all electrical wholesalers. 

If and when that times arrives— 
and we hope that it never will— 
every electrical wholesaler should 
be prepared to present factual data 
that will support the claim that his 
functions and his normal business 
operation constitute an essential and 
indispensable activity. 

It will be highly desirable to show 
that an imposing percentage of his 
sales is made to defense industries 
which use the materials he supplies 
for installation and maintenance. 
Records should be available of goods 
supplied for new plants, canton- 
ments, defense housing projects, 
and other needs directly or indirectly 
created by or related to the Na- 
tional Defense program. Whole- 





salers should be able to prove by 
their own records how and where 
they have been and are SAVING TIME 
when goods are urgently needed and 
thus are functioning as an important 
link in speeding up defense activi- 
ties. 

It might be dangerous if we wait 
with preparing such proof until the 
government actually demands that 
we supply evidence of our right to 
exist as an essential agency of dis- 
tribution. 

The time for gathering records 
of useful performance in defense, 
and proof of the indispensableness 
of our services is NOW. It will be 
far better to prepare proof of our 
case and not need it, than to need 
it and not have it available. 
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Where’s the 2-4 


GET A LOAD OF THESE FACTS — ABOUT 











NEW MIRASTAT STARTERS 
PROLONG LAMP LIFE! 


Originally made for use only in Hygrade 
MIRALUMES. Now available to a// users 
of fluorescent. Finest fluorescent lamp 
starters on the market! .. . featuring an 
exclusive combination of advantages! ... 
positive starting and re-starting — ac- 
curate timing — longer lamp life — su- 
perior performance! 















FLUORESCENT LAMPS 
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A. BALZARI is as our pic- 

ture shows him—resourceful, 

® well-documented, with the 

poise and certainty of a life-long 

sales campaigner and a real sense 
of humor. 

He was born in Woodland, Yolo 


County, California, and was edu- 
cated in the grammar and_ high 
schools of that thriving farming 


In 1908 he won a B.S. 
degree from the University of Cali- 


community. 


fornia for electrical and mechanical 
engineering. 

The budding engineer then served 
six months in the field under Paul 
M. Downing, then Superintendent, 

w Vice-President and General 
Manager, of the Pacific Gas and 
Electric Co. This was an auspicious 
beginning, under a fine leader. 

‘Bal’—his friends wouldn’t rec- 
sketch were he called 
herwise — joined the Westing- 
use Electric and Manufacturing 


gnize this 


Co. in San Francisco in December 
1908, just at the close of its receiv- 
ship. He 


thteen years, first as salesman and 


served his firm for 
the last eight years as manager 
its industrial sales. 

During that period he also served 
year as president of the San 


Electrical 


Francisco Development 
ague, and is particularly proud 
the famous Smiles Campaign he 
naged. 

In 1926, Mr. 


Balzari was sum 


March 
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R. A. BALZARI of San Francisco 


As engineer, sales manager, or marketing 


expert, he has made valuable contributions 


moned to New York, to become a 
member of the Marketing Counselor 
staff of McGraw-Hill Publishing Co. 
Next, he was assistant general man- 
ager of the New York territory and 
from 1930 to 1934 he headed the 
Marketing Counselor Staff. 

In 1934, he returned to San Fran- 
cisco to set up his Sales Analysis 
Institute Service—SAI in the pre 
ferred terminology, or rather initial- 
Ogy, of today. 

Later in 1934, returning to active 
work with McGraw-Hill, he was 
made Vice-President and 
Manager of their Pacific Coast or- 


General 


ganization, with headquarters in 
San Francisco, and so served them 
until August 1939. 

On June 15, 1940, the Pacific Di- 
National 
Wholesalers Association, in session 
at Del Monte, California, 


Mr. Balzari 


vision of the Electrical 
elected 


their secretary. He 


succeeded the late Albert Elliot, who 
had been a pioneer in such work 
and a prominent figure in many an 
historic convention. 

Mr. Balzari’s 
has been applied to consultation and 


seasoned training 


cooperation with member firms in 
their distributing problems, as well 
as correlation with marketing ac 
tivities of all people in the whole 
sale electrical industry. 

\t present “Bal” is very happily 
conveying his lifelong experience 1n 
electrical merchandising, marketing, 
and distribution through a_ cable 
conductors: as 


Division, 


composed ot four 


Secretary of this Pacific 
N.E.W.A.; as a private consultant 
in advanced supervisory problems ; 


ea 


consultant to 


as Pacific Coast manager of 
and as_ publishing 
McGraw-Hill Publishing Co. in the 
West. Here is a man who merges 


vocation with avocation. 






































































































































































































































































































































Adventures of Hard Luck Sam 


Legs I’m in Trouble 


By Coit A. (Duke Smith) 





Dear Phil: 


Three months ago the Old Man 
called me. He had that Scotland 
Yard look on his pan, so I knew 
there was dirty work aboard. 
“Sam,” he said, “Big Red Galla- 
gher is lousy with work but hasn’t 
bought a dime’s worth from us for 
a year. I’m switching him to your 
list for a new build-up.” 

“Took, Boss,” I moaned, “You 
know Gallagher nearly murdered 
me in his shop years ago. We wal- 
lowed in switches and sockets till 
you could read our hides like a 
catalog.” “So what?” he came back, 
“He squared it, didn’t he? Red 
likes people who buck him. And 
remember, he’s always sorry after 
he loses his temper.” “Ha! Ha!” I 
sarcasted, “What a comfort that'll 
be when he’s picking my limbs off! 
Sut I'll take him, Boss, why should 
I live forever.” 

You know Gallagher’s type, Phil 
—a smart contractor, a loving hus- 
band, etc., but always going up 
like a skyrocket. Every now and 
then he will come yelling you should 
add up his bills and he will pay off 
and never buy from you again. 
sut later he will say he was hasty, 
excuse it please. Once a young 
bookkeeper called him about his ac- 
count. “Don’t dun me over the 
phone!’ snarled Red, “‘Ain’t you 
got no stamps?” “But, Mr. Galla- 
gher, this $80 is standing on the 
books.” “Well, LET JIT SIT 
DOWN A WHILE!” screamed 
Red, banging the receiver. But the 
check came next morning. 
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You never know what will burn 
him up. <A factory man cracked: 
“Scum o’ the earth Gallagher, that’s 
him—shanty-born and gutter-bred ; 
he came to this country in the bot- 
tom of the boat, with the pigs!” 
Red thought that one was funny, 
but when a truck-driver said: “All 
right, all right, don’t get red-headed 
about it,’ Gallagher got insulted 
and ate his ears off. 

Well, I went to work on this 
human time-bomb like a dog mess- 
ing with a turtle. The pup knows 
he may get snapped, still he will 
whine, chew the shell and turn the 
turtle over, wanting him to stick his 
head out. Likewise, Gallagher 
played hard to get, although he was 
pleased to have me after him 
again. So it took several weeks to 
get him far enough out of his shell 
to give me some try-out orders. But 
what I wanted was something big 
that would sew him up. 

While I was working on that, I 
got some other breaks. The fattest 
chance came from Marty Foss, on 
the counter. When those boys get 
a new prospect who smells nice, 
they slip him to me and I take care 
of them. “Here’s a guy named 
Hopkins, on the Rock Road, Sam,” 
said Marty, “A _ gas-station and 
tourist set-up, 32 cabins. Also he 
just leased the resort hotel at Jer- 
ome and wants about 55 fans for 
both places. He won't buy till next 
week but he’s got the cash. He 
don’t know from nothing, but on 
that large order I had to quote him 
35 off so he wouldn’t go shopping. 
He’s got round heels, you can push 








him over.” Hot dog! I got hold 
of Hopkins quick and he promised 
to call me after he counted up again. 

You know how it is under ether, 
Phil. You have pleasant dreams 
of soft music, moonlight, beautiful 
blondes, two-bit cigars, etc. Then 
you wake up with the third race at 
Pimlico thundering through your 
brain, with your mouth like a wet 
bird nest and the room full of ba- 
boons with wings. 

That’s how it was. One morning 
Marie, the operator, hollered out: 
“Who quoted Hopkins Service on 
fans?” “That’s mine!” I yelled, 
nearly breaking my neck getting to 
the phone. Too bad I didn’t. It 
was Gallagher. “Say, Chisler,” he 
hissed, ‘“‘Do you feel sleepy?” “No, 
Red, no,” I answered, all at sea. 
“Well,” sezzee, “I’m coming over 
and put you to sleep! You quoted 
a guy named Hopkins 35 off on 
fans, when I had him sold at 30. He 
was my ape—I coaxed him out of 
the brush with a banana and now 
you've ruined him. He’s nicking 
me for 35 and 5 and what does that 
leave out of my 40, so I ain’t buy- 
ing ‘em from you and if you'r 
smart you'll take a run-out powder.” 

So Hopkins has round heels and 
he don’t know from nothing? Ha! 
Ha! If he was a rat he could di 
of old age in the testing-room of 
trap-factory. Don’t dare tell you 
where I am, Phil, but if this gets 
through to you, tell the gang good- 
bye for me. 


Yours in sanctuary, 
Sam 
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TFL WERE 2 Wholesaler 








PLANT such as this for the 
production of pulp, news print, 


N A 


wrapping and tissues, 
much electrical energy is used. We 
have installed 2800 kw. capacity 
und buy 6000 additional kilowatts 
from the utility. 
This current is 
pieces of electrical equipment, in- 
cluding a number of 2300 volt a.c. 
motors and 1000 h.p. for pulp grind- 
processing. The 
motors are on 2300 volt circuits, 
with motors under 50 H.P. on 449 
readily 


papers 


utilized by 550 


ing and largest 


volt circuits, so it can be 
seen that a few electrical problems 
are involved. The major purchases 

such a plant include quantities 
of lead conduit, 
motor starting equipment together 
with the ordinary run of wiring de- 
vices, lighting equipment, etc. 

We are fairly close to the whole- 


cable, switches, 


saling center in Portland—a matter 


By I. R. Hoskins 


Electrical Superintendent, 


Hawley Pulp & Paper Co., Portland, Ore. 


of only 12 miles. Most of our elec- 
trical supplies business goes to the 
electrical Port- 
land area, and we try to give them 
all a fair hearing. Their salesmen 
call here at the mill, both on the 
purchasing agent and myself. 

Regularity of calls is, I think, one 
of the strong points of the whole- 
salers’ salesmen. If | were a whole- 
saler, I believe I would coach my 
men thoroughly on that point. Most 
of them call not only upon regular 
days, but almost to the hour. I get 
to look for them at the appointed 
time and try to reciprocate by being 
available. If they cannot be here at 
the time set, most of them call up 
and explain. 

We all know about the wholesal- 


wholesalers in the 











































To turn timber to paper, the Hawley 
Pulp and Paper Co. plant uses 8800 k.w. 
ner hour in 550 pieces of rotating equip- 
ment. At right are 2000 k.v.a. three 
phase transformers just being added to 
the company’s substation. 


ers’ salesmen giving rush service. 
They take stuff that the customer 
needs in a hurry, throw it into the 
car and deliver it to him. I'll grant 
that there are times when 
necessary to the customer. But this 
willingness to render unusual serv- 
ice is often abused and must be 
costly. The way I look at it from 
here, if I were to become a whole- 
saler’s salesman and a customer 
phoned me to personally run him 
out a bundle of pipe and a couple of 
box covers, I believe I would some- 
times, at least, check on the urgency 
of the case. 


this is 


Also, if I were running an elec- 
trical wholesaling business, I would 
bear down on my salesmen to: 1) 
know their lines; 2) speak the cus- 
tomer’s electrical language; 3) be 
students of the Code; 4) know what 
are the most up-to-the-minute, 
favored devices for pur- 
poses; 5) watch the customer's 
interests as to the most economical 
quantity for him to buy; that is, at 
which quantities price 
occur ; 6) keep customers posted on 
the market outlook. 

I do not look upon salesmen as 
a plague or nuisance, as some op- 
erating men do. | have found that 
these men are trying sincerely to 
help me to do my job successfully, 
consequently I am _ interested in 
their jobs. That makes us friends, 


various 


changes 


[ should say. 
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Details 
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needs the 


€) Shutlbrak Switch 


It is insurance against interruption of service 
—greatly to be desired in these days of rush 
defense preparation. 

The @ Shutlbrak is a high quality, heavy 
duty industrial switch for motor control, serv- 
ice entrance, or any installation requiring 
an operating switch. Itis a front operated 
switch, embodying entirely new ideas in 
both design and construction. It is equipped 
with Kamklamp fuseholders for either ferrule 
or knife blade types of fuse terminals. 

The line and load switch parts are enclosed 
in the completely insulated shuttle, which 
contains the movable make and break ele- 
ments —the auxiliary contacts on the ends 
of the compression spring, and the main con- 
tact roller. There is an arc-resisting barrier 
between the line and load contacts at all times. 


Prank 


The switchbox has ample room at top, 
bottom and behind the switch unit for wiring 
and connecting space. 

The @ Shutlbrak Switch is available either 
with or without an interlocking arrangement 
between the operating switch lever and the 
door of the fuse compartment. It may be had 
for either surface or flush mounting. 

Capacities at present: 30 to 200 amp., 
inclusive, for 250 volts AC or DC, and 575 
volts AC, in 2, 3 and 4 poles. (Larger capac- 
ities in preparation.) Each switch is rated in 
horsepower. Approved by Underwriters’ Lab- 
oratories as an Enclosed Switch. 

For more Complete Information write 
for Bulletin No. 59; also for new Catalog 
No. 56... Frank Adam Electric Company, 
St. Louis, Mo. 


Hdam 
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FANS 
Ventilating Equipment 


ttle 





bly 
THE wholesalers salesman who wants to do a better job 29C C 24°— 31 2sp. $58.00 
f selling f d tilati i t k ly all 39CN C 30"— 3bl. 2sp. $74.00 
of selling fans and ventilating equipmen must know not only a 4SF Ps 20’— 3b. 2sp. $52.00 
the important features and advantages of his own line, but also 1SF P.S 20" 3 bl. 2sp. $64.00 
h £ hi 4s H y h . 24BN P.S. 24°— 3b]. 1sp. $65.00 
} those of his competition. e must know the various types and 2sBP PS 24°— 3bl. 2s $75.00 
sizes available so as to be able to recommend equipment that will 35BN P.S. 30’— 3bl. 2sp. $90.00 
. . 5SBN P.O....... 24°— 3b]. 2sp. $95.00 
prove satisfactory to his customer. aa ee oe te 
Op, ° ° e ° 700-707 V.K. 10°— 4bl. 1 sp. $ Var. 
“s We present here a check list of 1941 models with brief speci- 410-412 «VEL to 12— tan §Var. 
fications. It should prove highly useful throughout the forthcom- 811-811-2 V.K. 10°— 4b1. isp. $ Var 
ton ing selling season. The data about each line was supplied by its 
ani respective manufacturer, but details and prices are subject to when writing WHOLESALER’S SALESMAN 
he change without notice. We regret that some manufacturers are 
ad not represented because they did not supply the necessary data 
in usable form, and in some cases material arrived too late for 
7 bieatt THE ALLEN CORP. 
publication. . 
715 9770 Erwin Een 
1C- The key below applies to designation of type. a 
in 120-301 Ex.. 12° to 30’ Opt.sp. 
600-602 V.K 10” Opt.sp. 
ib- AIR CONTROLS, INC. AIRMASTER CORP. 375.—t*~é‘«é@*'S*«w 20" Opt.ap. 
Cleveland, Ohio 4317 Ravenswood Ave., 675 V i Opt.sp. 
Yhicago, Ill. 
a AV-510 A.\ 28°— 6bl. 2 sp. $79.50 Chicago, I 
og *AV-719 A.V 32"°— 4bl. 2sp. $114.50 24416 ALV....... 24°— 4bl. 1 sp. $80.00 waitin 
Ly, *AV-1017 A.V 38°— 4bl. 2sp. $159.50 30316 i ae = bl. 1 sp. $90.00 pepo . WHOLESALER’S SALESMAN 
*AV-1247 A.V 44°— 4bl. 2sp. $198.50 36314 A.V....... 36°— 3bl. 1sp. $110.00 
*AV-1498 A.V....... 50°— 4bl. 2sp. $239.50 42313 A:V....... 42°— 3bl. isp. $115.00 
DL-S10W.V...... 28°— 6bl. 2sp, $49.95 48313 ae 48"— 3bl. 1sp. $134.00 
SK-719 = =V......... 32°— 4bl. 2 sp. $67.50 43W ie 20°— 3bi. 2 sp. $42.00 
SUED Bas Sveecs.c 38°— 4bl. 2sp. $119.50 13W Be ones 20°— 3bl. 2sp. $54.00 AMERICAN BLOWER CORP. a 
*SK-1247  V......... 44°— 4bl. 2sp. $159.50 22WN a 24",— 3bl. Isp. $54.00 6000 Russell St., 
*SK-1498  V. . 50°— 4bl. 2sp. $169.50 23W B.S....... 24°— 3bl. 2sp. $64.00 Detroit, Mich, 
*NOTE: Also furnished in single speed. 33WN | 30” 3 bl. 2 sp. $79.00 . , ve . 
57WN B.O....... 24°— 3bl. 2sp. $84.00 '* Ex 7 3a $59.68 
. . ° 12 Sa 2 bi. 2 sp $64.00 
49( | eRe 20'— 3bl. 2sp. $40.00 IF ne rb 2em. $80.00 
When writin ’ 19C Ccccweesss S— FL. 2m. $52.00 ep . a ia 
wention : WHOLESALER’S SALESMAN 28CN Gicececess SE SE. Im $48.00 (Continued on page 54) 
A.—Auto Fan ... A.V.—Attic Ventilating ... B.S.—Bracket, Straight ... B.O.—Bracket, Oscillating ... C.—Ceiling D.S.—Desk, Straight 
D.O.—Desk, Oscillating Ex.—Exhaust H.—Humidifier ... P.S.—Pedestal, Straight P.O.—Pedestal, Oscillating V.—Vent., 
Gen. Purpose ... V.K.—Vent., Kitchen ... W.V.—Window, Vent. ... W.V.H.—Window, Vent. with Humidifier . Wa.v¥.—Wall Vent. 
4] 
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Selling Commercial 


And Industrial Ventilation 


By J. A. Cella 


Sales manager, Cuny-Guerber, Inc., 


New York, N. Y. 


Industrial ventilation sales should be aimed at bad plant conditions. Commer: 


cial sales start where floor traffic can be boosted by assuring customer comfort 





ENTILATION for both the 
industrial and commercial mar- 
kets has now gained such a 
broad acceptance that today the ma- 
jority of plant men and office man- 
agers will show a definite interest 
when the wholesaler’s salesman talks 
about ventilating equipment. They 
are ventilation-conscious, and that 
statement is based on our own ex- 
perience in selling fans for indus- 
trial applications and for use in of- 
fices and other commercial markets. 
Since our customers are of the type 
that might be located anywhere, | 
assume that wholesalers in other 
sections of the country find a simi- 
lar acceptance for ventilation. 
While much of this growing ac- 
ceptance is due to continual, year- 
by-year selling effort on the part of 
wholesalers, manufacturers, contrac- 
tors and utility men, in my opinion 
the greatest impetus has been pro- 
vided by air conditioning. It has 
been advertised and used so widely 
that today everyone knows about it. 
The superintendent of the indus- 
trial plant or the manager of an 
office, just like the rest of us, would 
like to have a complete air condi- 
tioning system. Unfortunately, 
though, an installation amounts to a 
tidy sum of money. So even though 
they can not afford full air condi- 
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tioning, they have been made more 
conscious of the need for ventilation, 
so are more willing to buy. 

With the exception of the usual 
desk or bracket fans for the office, 
we find that selling ventilation to 
the industrial usually starts in the 
plant itself, because generally the 
need is greater there. Also the 
wholesaler’s salesman gets into the 
shop or frequently 
looking for opportunities to sell 
lighting, motors, motor controls, 
and so forth, and if he is up to his 
job, he will have talked ventilation 
on many occasions. 

As in pushing any other line in 
a salesman’s bulging catalogue, the 
salesman’s first requisite for success- 
ful ventilation selling is to know 
everything possible about the line or 
lines. How are the units built? 
What will they do? Do they have 
any features that are better than 
competitive lines? What are their 
advantages? Is the line complete? 
How about user evidence? Is the 
line made by a reputable manufac- 
turer? 

Backed by this essential prepara- 
tion, the next step is to find out the 
problems of your customers and 
prospects. In this respect the 
wholesaler’s salesman has the ad- 
vantage because of the fact that he 


ractory more 


gets into most of the plants regu 
larly. Also, the wholesaler gets 
leads from his industrial contrac 
tors, who also have close contact 
with conditions in various fac 
3roadly speaking, nearl) 
every factory is a good prospect for 
some fan equipment and Class A 
prospects are those whose processes 


tories. 


involve heat, smoke, dust, fumes, 
steam, vapor. These conditions will 
be found in paint rooms, foundries, 
woodworking departments, metal 
laundries, and so _ forth 
Rooms or departments having such 
problems to be met should have ex- 
haust fans, blowers, or a combina- 
tion of both. 

In some factories, a series of root 
ventilators might be the most ef 
fective way for handling the prob- 
lem. The decision as to what type 
of equipment to use depends on the 
area to be ventilated, type of build- 
ing and such physical characteristics 
as height of ceiling, shape and size 
of rooms or floors to be ventilated. 
Therefore, it’s a case of tailoring 
the recommendations of ventilation 
equipment to fit the individual re- 
quirements. 

As in selling lighting, an ad- 
vantage to pushing industrial ven 
tilation is that sales to individual 
firms increase step by step. Here is 


shops, 
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some ventilating problem. 


an example to illustrate. In work- 
ing on ventilation with a certain 
industrial plant, we decided that a 
series of roof ventilators would be 
most effective for solving the most 
pressing problem. The next season, 
when the firm could afford addi- 
tional equipment, we sold window 
ventilators for further circulation of 
air. Still we weren’t through fur- 
nishing fans to this factory. By 
this time the ventilation idea had 
sold itself so well in the plant it- 
self that the management bought a 
‘onsiderable number of air circula- 
tors for the general offices. 
Summer ventilation also leads to 
the sale of equipment for ventilation 
and conditioning air during the win- 
ter months. The wholesaler’s sales- 
man should keep this in mind, be- 
cause many industrial plants and 
commercial establishments can use 
such equipment throughout the 
Furthermore equipment for 
humidifying only should be pushed, 
and humidifier sales run into con- 
siderable money. 
Here for instance is a case to 
demonstrate how summer selling led 
humidifier business, and again, 
how the selling went from the pro- 
duction department to the offices. 
We had sold a number of blowers 
or the factory, which led to this 
thing called “ventilation-conscious- 
ess” and from that beginning we 
btained an order for four humidi- 
tiers for the office during the fall of 
39. Just a few months ago we sold 
them ten more humidifiers, bring- 
ig the total to fourteen. As a re- 
lt, the people working in the office 
ave winter air of correct humidity, 


year. 


Ventilation equipment for industrial sales includes exhaust 
fans, wall ventilators, roof ventilators, blowers. 
as varied as industry itself, because most every factory has 
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Prospects are 
best prospects. 


while we received a good order at 
a nice profit. 

The circulating and heating unit 
fits into the ventilating picture also, 
as it is a combination of a fan and 
heating unit. The wholesaler who 
has done an intelligent sales job on 
summer ventilation will have devel- 
oped a large number of prospects 
for heating units to follow during 
the early fall months. In a general 
way the market consists of those 
locations not adequately heated by 
a central heating system—such 
places as warehouses, shipping 
rooms, inside loading docks, certain 
manufacturing departments. 

With the vast amount of indus- 
trial activity taking place this year, 
the ventilation industry should have 
the best season in its history. Old 
factories are enlarging, new ones are 
going up. All of them are pros- 
pects for some kind of ventilation 
equipment. <A strong sales feature 
to use in talking ventilation is that 
it helps improve working conditions, 
better workmanship, reduces spoil- 
age and by keeping 
better humor strengthens employee- 
relations—that’s a necessary factor 
in factory management. 

In merchandising exhaust fans 
and air circulators for the commer- 
cial markets, the wholesaler’s sales- 
man will find that his best prospects 
are offices, restaurants, retail stores, 
recreation halls, theaters and pro- 
fessional offices. The sales story 
for the retailing market must be 
built around the fact that better ven- 
tilation will lead to better sales vol- 
ume. In fact it is on this basis that 
the air conditioning industry has 


workers in 





With the public becoming more and more ventilation-conscious, 
Opportunities for commercial sales are increasing in proportion. 
Recreation halls, restaurants, offices, theatres are a few of the 


been so highly successful in selling 
this market. 
on the basis that the public enjoys 
the comfort of cooled air, therefore 
will shop longer if it’s a retail shop; 


Their statements are 


eat more food, in the case of a 
restaurant ; see more movies. Sales 
results of air conditioned stores 
indicate that 
people are talking facts not theory. 

We should use the same sales pre- 
sentation in selling ventilation. 
Restaurants and amusement centers 
need exhaust fans to remove smoke, 
excessive heat and odors in order 


the air conditioning 


to assure customer satisfaction. Air 
circulators and desk fans are re- 
quired to move the air, thus make 
customers more comfortable. Be- 
cause of competition springing from 
their more prosperous competitors 
who can afford complete air condi- 
tioning, all of these fields are first- 
class ventilating prospects. 

In selling fans for use in offices, 
the presentation isn’t concerned with 
retail sales, rather it must be built 
around the thought that increased 
and more efficient production will 
result from the improved working 
conditions made possible by ventila- 
tion. 

Chief sales outlets for reaching 
the commercial field consist of elec- 
trical contractors, dealers, utilities, 
office supply houses and direct in 
those cases where electrical depart- 
ments are maintained. 

Both the industrial and commer- 
cial field offer the wholesaler high 
dollar volume and satisfactory prof- 
its. Now is the time to begin lining 
up the details for cracking those 
profitable and expanding markets. 








Selling Ventilation 


or the Home 


By A. B. Conklin, Jr. 


With employment up, pay envelopes thicker, and residential construc- 


tion moving fast, 


wholesalers should plan for 


banner fan season 





NE of the electrical industry's 
earliest developments, the desk 
fan, continues to form the bulk 
of the average wholesaler’s ventila- 
tion business, with kitchen exhaust 
ic ventilators and window 
ventilators adding greatly to the 
total ventilation 


fans, attic 
volume. These, 
comprise the wholesaler’s 
home type ventilation lines. 


then, 


This season, which we are now 
entering, should be the best for the 
past several years on all those prod- 
ucts, due to the cheerful fact that 
payrolls and incomes nationally are 
at unusually high levels. Result— 
more people have more money to 
buy more fans. So, assuming aver- 
temperatures, the 
wholesaler’s salesman should expect, 
and go after, heavy ventilation vol- 
ume between now and August. 

With each year bringing marked 
improvements, 1941 desk and 
bracket fans have reached a new 
high of operating efficiency and 
sales appeal. Styling is better; at- 
tractive finishes provide more eye 
appeal; operation is quieter, cooler ; 
life span has been lengthened. These 
facts, plus many others which will be 
supplied by the various fan manu- 
facturers, should be used in selling 


age summer 


retailers and by those retailers, in 
turn, who are obliged to compete 
against shabbily constructed models 
sold through cut-rate channels. 
Although the signing of dealers to 
initial orders has already started, 
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it must be kept in mind that they 
are depending more and more on 
the wholesaler for his fan stock. In 
other words, the big sales job is 
still ahead. Most of the selling be- 
tween now and June will result in 
orders which will enable the dealer 
to fill out his line—a few of this, 
a couple of that size, and so forth. 
Then, if he has been properly sold, 
he will call for your line when he re- 
orders during the first hot spell. 
Innumerable experiences have 
shown that desk and bracket fan 
sales zoom after two or three days 
of extreme heat, regardless of 
whether it comes in July or late in 
August. Apparently, therefore, 
old saying about the wholesaler 
ing cleaned up with his fan business 
by July 4th, doesn’t hold true. The 
point to remember is that when 
these heat waves arrive the con- 


the 
be- 


sumer goes to the nearest store that 
he remembers as selling fans. For 
this reason the wholesaler’s salesman 
should urge retailers to use mass 
window and store displays during 
the summer months, thereby getting 
across the idea, ‘““Here are fan head- 
quarters.” 

Fan manufacturers provide free, 
or at cost, all types of advertising 
and display material, ranging from 


Attic ventilation sales hit 20,000 units in 
1940, an increase of 5,000 over ’39 sales. 
Growing promotion, plus word-of-mouth 
advertising, will bring another large gain. 


folders to colorful cardboard cutouts 
and window streamers. Some of the 
manufacturers supplement this ma- 
terial with local newspaper adver- 
tising, scheduled to break during 
hot spells. This material is designed 
solely to increase sales, therefore 
the wholesaler and retailer will bene 
fit by 
effort. 


tying-in with intense sales 
Much of the responsibility 
for getting the retailer in action 
rests with the wholesaler’s salesman, 
because the average retailer is pri 
marily concerned with refrigeratio: 
at this season, so he welcomes ideas 
and reminders for increasing his fan 

Further- 
establishes 


sales at the same time. 
more, the wholesaler 
himself as a sales counselor, thereby 
making himself more valuable to his 
customers. 

The kitchen exhaust fan requires 
different merchandising efforts. In 
the first place, its sale does not de- 
pend to such a great extent on the 
weather, for the primary function of 
the exhaust fan is to remove odors, 
fumes, and excessive cooking heats 



































































The apartment houses offer a large and 
profitable opportunity for sales of win- 
dow type ventilators. 





By effective window and store displays, 
your dealers can remind the public that 
window fans can do something about 
sleepless, summer nights. 


The built-in exhaust fan has attained 


such an acceptance, that it is now going 
in the majority of new homes valued 


at $5,000 and up. 



















































































from the kitchen. So it is used the 
year around. Retail sales outlets 
are somewhat different, too. While 
utilities, electrical dealers, hardware 
stores and the country general store 
all do well with kitchen exhaust 
fans, the electrical contractor, gen- 
eral builder, and architect are also 
important factors in the exhaust fan 
setup. 

Practically all of the expensive 
homes being built now have kitchen 
fans installed at the con- 
struction. That’s why architects are 
a valuable contact. In addition, 
speculative builders, who are put- 
ting up homes valued at $5,000 
upwards, are good prospects for ex- 
haust fans, 
a strong feature, 
with the women. The 


time of 


because the fan makes 


sales especially 
market for 
this type of fan is also spreading to 
the apartment house field. Here 
again, the fan makes a sales feature 
for the landlord. The 
salesman who signs up an order in- 


wholesaler’s 


volving 50 or more exhaust fans for 
a single apartment building has a 
nice piece of business for himself. 


Exhaust Market Larger 


With the growing popularity of 
the playroom or so-called “whoopee 
room,” the market is expanding 
further. An exhaust fan is neces- 
sary to remove the bad air from the 
crowded room and make it livable. 

A relative newcomer to the whole- 
saler’s line of ventilating equipment 
is the attic fan or ventilator. It’s 
coming fast, too! According to 
Electrical Merchandising, 11,000 
were sold in 1938; 15,000 in 1939; 
20,000 in 1940. Based on all busi- 
ness indications, more than 25,000 
attic ventilators should be sold this 
year. Because not enough people 
are familiar with the cooling com- 
forts made possible by the attic 
fan, considerable educational work 
must still be done. This is a job 
that is too costly for any individual 
manufacturer, wholesaler, or retailer 
to undertake, so coordinated effort 
is required. 


Evidence shows that sales are 
greatest in those localities where 


such cooperative campaigns have 
been staged. Therefore, while the 
actual season is still some weeks off, 
local groups of wholesalers should 
get together with their respective 
manufacturers, contractors, dealers 


and the utility to promote and sell 
the attic ventilator idea. Since unit 
sales bring a respectable price, the 
cost for such a campaign would be 
money well spent, also would not be 
too high for individual firms. 

As far as the wholesaler’s sales- 
man is concerned, he will secure 
most of his attic ventilating business 
through working with utilities, deal- 
ers, electrical contractors, general 
builders and architects. 


Attics Need Promotion 


Although an attic fan costs the 
consumer less than $200 installed. 
this price is too high to make the 
lower income groups worthwhile 
prospects. For that reason the 
wholesaler’s salesman should advise 
his contractor-dealers and other re- 
tail outlets to concentrate promo- 
tional and sales efforts on the better 
class homes. This large market 
has scarcely been touched, so offers 
splendid sales opportunities for some 
years to come. 

The planning of an attic fan in- 
stallation is not difficult. Basically 
it involves figuring the cubical con- 
tents of the home (height x width x 
depth), then selecting the fan rated 
to change the air in the desired 
time. Complete details are avail- 
able from the fan manufacturers or 
their representatives. 

The portable window fan—sort 
of a cross between a large desk fan, 
an attic ventilator, and an air cir- 
culator—is sold through the same 
merchandising channels as the desk 
fan, as it is primarily intended for 
the home, does not require installa- 
tion. It is intended for use in large 
apartments, institutions, and homes 
where an attic ventilator might not 
be desired. These large units, which 
carry a good sized price tag as com- 
pared to the desk fan, will change 
the air in two or three rooms in a 
very short time. 

With such a line-up of ventilating 
equipment for use in the residential 
field alone, the wholesaler should 
look forward to a banner ’41 sales 
season. Planning now with retailers, 
followed by periodic contacts for 
the presentation of new display and 
sales ideas throughout the season, 
will bring those results—and bigger 
sales, better profits, closer contacts 
with dealers which will lead to other 
appliance sales. 
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(Continued from page 49) BUFFALO FORGE y -V — £6. 


2 $110 490 Broadway, oe 

. $130 Buffalo, N. + 

4 é % yh. 
bl. 2 sp $184 bl. 

t , bl. 
bl. 

bl. 
bl. 
bl. 


POD 
PAND 
PLUE 
PAMA 
PAKE 
PASA 
PARK 
PARS 
PATT 
PATS 
PASK 
PASO 
POCON 
POLE 
POCO 
POCAK 
POSAS 
POCEL 
POSES 
POCAT 
POXAB 
POCIM 
POSHY 
BODAL 
BOSTA 
BAEBS 
BAEBO 
BUSS 
BULK 
When writing ’ BREBF A. 
ven wv''-o WHOLESALER’S SALESMAN ae = 2 
BREFJ A 
A 
A. 
A. 


$15. 
$26. 
$19 
$25. 
$33 
$30 
$40. 
$41. 
$50. 
$53. AP30H .V 
$80 TU24 24" 
$76 TU30 i 30” 
$35 BC16H aren 
$23 BC16 ere 4 
$33. BC18 z 18” 
$40. BC24 ee 24” 
$37. BB20 cw alccceie ee 
$47. BB24 Rinses ¢ 24” 
$47. BB30 3 . 30° 
$53. BV12 Se 
$60. BV16 2x 16” 
$90. AA20 ceo mcesacu ae 
$83. AA24 » 7 5 
$28 AA30 Die enka ee 
$32. 19° y.V 19” 
$51. 24” Ss 24” 
$44. C19 S 19” 
$34. C24 Te 
$29. C24T a 24” 
$43.00 P24 = 
$56. P24T 24” 
$65. MC26 26” 
$73. MC32 32” 
$120 MC32H 32” 
$135. NOTE: Window Fans can be turnished either dire 
$152 drive or belt driven. 
$48 
$68 mor 
$108 wen woo WHOLESALER’S SALESMAN 
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sp. $170 


n 
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$344 
$405 
$578 
$79 
$110 
$130 
$201 
$270 
$49. 
$59 


~~ KKK 
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l. 
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-~>hr eee he he eS Se eS SS 
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- 


12 


$64 


at 


75 
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160 
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24A 
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36 B 
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42C 
42 D 
48 D 
48 E 


$108 
$134 
$156 
$194 

$211 
$228 

$65. 

$79. 

$99. 

$127. 
$142. 

sp $154 
sp $181 
sp. $194 
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AS 
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BREHL 

AUTOVENT FAN & BLOWER CO. BREJM 
1817-21 N. Kostner Ave., BELT AIRV 

Chic ' BELT AIR V 
BELT AIR V 

BELT AIR V 

BELT AIR V 


< 


Series 
series 
Series 
Series 
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o> Bey, 


2X 


When writiog WHOLESALER’S SALESMAN CIRCULATORS & DEVICES MFG. CORP 


100 Prir 


Series 
Series 
Series 
Series 
Series 
B-W 
B-W 
B-W 
B-W 
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90 
91 


93 


tet th 
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CARRIER CORP. 
Syracuse, N. Y. 


1 
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“ 


~ xe RHR HR KR KK KR KKK RB 


COMORORCOMCORCORCOMCOM COR COR CORT, 


ie) 


H+ HH KR KR KR KR RK HR KR A 


EO RORCEC?) 
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— 
ies 


: Wecntion” WHOLESALER’S SALESMAN 
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ee a ae 


re Bes 


7 CHAMPION BLOWER & FORGE CO. 
veeecntion * WHOLESALER’S SALESMAN. Lancaster, Pa. 
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Attic i bl 
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/ar.sp. 


Reo eOReO ROR ORORORORORCORCIRCECIEC?| 


Gi 


“Hw 


‘ar.sp. 


BELCO EXHAUST FAN MFG. CO. 
3810 Olive St., 
St. Louis, M: 


ar.sp. 


sf 


3 sp. 
3 sp. 
3 sp. 


r 


Dp. $40.50 
$45.00 
$50.00 
$61.00 
$118.00 
$140.00 32 S . . 
$236.00 sai 3” 
reaps when writing, WHOLESALER’S SALESMAN amee 
$84.00 20°— 3 ol. 
$150.00 ... 20°— : 
$195.00 22 weseeee 20°— 3bIL. 
$255.00 ‘ 24” 
ss4.00 CHELSEA FAN & BLOWER CO., INC. - i.” ae Oe 


00 


3 sp. 


—3 sp. 


eee a 


3 sp. 


N te th 





1206 S. Grove St., : PS 30°— 
Irvington, N. J. : rsseeee 30" 
angi ae 
E26D A.V. 26” 4 bl. f 3 ee 
7 E32D A.V. 32” 4 bl. 300: See 30’— 3 bl. 
Sa WHOLESALER’S SALESMAN E38D AV... 38 4 bl. 360: A.V....... H"— 4b. 


E44D rere a 4 bl. / A.V 4 bl. 


é 


hb b> bb » Sb & & W to 
eit whmmmm: 


sp. 

Sp. 

sp 

sp. 

sp. 

A.—Auto Fan A.V.—Attic Ventilating B.S.—Bracket, Straight ... B.O.—Bracket, Oscillating ... C.—Ceiling ... D.S—Desk, Straight 
D.O.—Desk, Oscillating Ex.—Exhaust H.—Humidifier ... P.S.—Pedestal, Straight ... P.O.—Pedestal, Oscillating . V—Vent., 

Gen. Purpose V.K.—Vent., Kitchen W.V.—Window, Vent. W.V.H.—Window, Vent. with Humidifier Wa.V.—Wall Vent. 
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480A ) a 48"— 4bl. 1sp. $139.50 
540A CO ere 54” 4bl. 1lsp. $195.00 
600A |S 60"— 4bl. Isp. $295.00 
ee 72°— 4bl. 1sp. $350.00 
20¥ W.V. 20’— 3bl. 1 sp. $65 .00 
W.V. 20" 3 bl. 2 sp. $75.00 

18 W.V 18°— 3bl. 1 sf $60.00 
182W Ws. 18’— 3bl. 2sp $70.00 


When writing WHOLESALER’S SALESMAN 


COMFORT PRODUCTS CORP. 


Harvey, Iil 


600 Bicscccce oO 2. im $37.50 
700 ar 74°— 2bl. 1 sp. $59.50 
H .ee. 11}"—2 bl. Var.sp. $125.00 


viecotion » WHOLESALER’S SALESMAN 


COOK ELECTRIC CO. 


2700 N. Southport Ave., 
Chicago, II. 


500-10K | ae 10°— 2bl. 3 sp. $19.50 
500-19W  W.V. 2 bl. 3 sp. $29.50 
500-24W W.V...... 24” 2 bl. 3 sp. $39.50 
500-19E Ex........ 19°— 2bl. 1 sp $24.50 
500-24E Ex. a 24” 2 bl. 1 sp $34.50 
500-19C P.S. 19” 2 bl. 3 sp. $34.50 
500-24C P.S. . 24°— 2bl. 3 sp. $44.50 


ievntion ” WHOLESALER’S SALESMAN 


DALLAS ENGINEERING CO., INC. 


2000 S. Akard St., 
Dallas, Tex 
*MAD7 ee 30” 4bl. 2 sp $94.50 
*MADIO A.V....... 36" 4bl. 2 sp. $99.50 
*MAD1I3 A.V. 42"— 4bl. 2sp. $129.50 
*MAD16 A.V. 48” 4bl. 2 sp. $159.50 
*MAD19_ A.V....... 54” 4bl. 2 sp. $198.50 
*MAD21_ A.V....... 60’— 4bl. 2sp. $228.50 
*MAS05 A.V....... 30"— 4bl. 2sp $74.50 
*MAS95 A.V. 36" 4bl. 2sp $79.50 
*MAS120 A.V. 42°— 4bl. 2sp $99.50 
*MAS145 A.V. 48” 4bl. 2 sp $129.50 
*ME12 | RE 12” 3 bl. 2sp $24.75 
*ME16 Ex.. 16” 3 bl. 2 sp $29.75 
*ME18 Ex. 18’— 3bl. 2sp $40.00 
*ME20 Ex.. 20’— 3bl. 2sp $42.50 
*ME22 Ex. 27"— Stk 2ep $45.00 
*ME24 Ex. 24°— 3bl. 2sp $49.50 
*ME30 Ex. 30" 4bl. 2sp $79.50 
*ME36 Ex. 36” 4bl. 2 sp $89.50 
*ME42 Ree 42°— 4bl. 2sp. $119.50 
*ME48 Ex 48"— 4bl. 2sp. $149.50 
*MES54 E> 54°— 4b]. 2sp. $189.50 
*ME6O icc as 4c 60’— 4bl. 2sp $218.50 
MS22 P.S 22” 3 bl. 2 sp $43.50 
*MD22 P 22°— 3ol. 2sp $53.75 
*MS22 _ Vee? 22” 3 bl. 2 sp $31.50 
MD22 ee az: 3 bl. 2 sp $41.75 
MCD , Pere 22°— 3bi. isp $59.50 
MCD , ee 22" 3 bl. 2 sp $72.00 
MCS a ae" 3bl. 1s] $49 .95 
MCS | eee 7° — stil. 2a $62.00 
EV25 , ee Blr 1 sp $115.00 
EV38 , ee Bir. 1 sp $145.00 
EV50 , eS Bir. 1 sp $195.00 
EV75 _ a ee Bir. sp. $245.00 
EV 100 , Pe Bir. 1 sp $345 .00 
EV12S W.V...... 12°— 3b. 1p $39.50 
EV12D W.V....... 1— SEL. te $42.50 
EV 20S W.V 16” 3 bl. 1 sp $49.50 
EV 20D W.V. 16” 3 1 st} $59.50 
*NOTE: Also furnished in single speed. 
wren <rteo WHOLESALER’S SALESMAN 
A.—Auto Fan A.V.—Attic Ventilating 
D.O.—Desk, Oscillating Ex.—Exhaust 


Sen. Purpose V.K.—Vent., Kitchen 


DAYTON ELECTRIC MFG. CO. 


511 So. Green St., 
Chicago, Il. 


13492 
13493 
12796 
12797 
13494 
13495 
11755 
11698 
11699 
11701 
11703 
12404 
2018F 
2018FAD 
2411F 
2411FAD 
3011F 
3011FAD 
2018F2 
2018FAD2 
2418F2 
2418FAD2 
2411FA 
2411FAD2 
3011F2 
3011FAD2 
2018S 
2018W 
2018C 
2018S2 
2018W2 
2018C2 
12984 
12985 
12290 


When writing 


mention 
DIEHL MFG. CO. 
10912 D.O.-B.O. 
12912 D.O.-B.O. 
16912 D.O.-B.O. 
16AJ16 D.O.-B.O. 
**10A12 D.O.-B.O. 
***1000 D.S.-B.S. 
***1050 D.O.-B.O. 
12012 D.S.-B.S. 
12512 D.O.-B.O. 
16512 D.O.-B.O. 
8012 D.S.-B.S. 
297 D.O.-B.O 
10NJ17 D.S.-B.S. 
10AJ17 D.O.-B.O.. 
12AJ16 D.O.-B.O.. 
12AJP16 P.O. 
3601 ae 
R3601 e.. 
JA501 C. 
RBSO1 Cc. 
***44 C. 
87BN P.O 
87LN ee 
87WN B.O. 
65F P.S. 
75F P.S. 
81BN P.S. 
85BP PS. 
95BN P.S. 
65L D.S. 
75L D.S. 
81LN DS. 
85L D.S. 
95LN D.S. 
65W B.S. 
75W B.S 
81WN B.S 
85W B.S. 
95WN B.S. 
69C Ra 
75C .. 
81CN C. 


B.S.—Bracket, Straight 


H.—Humidifier 


W.V.—Window, Vent. 


10” 


10” 
a2" 
16” 
16” 


10” 


” 


Tee 
ANN SO 
= . 2 


w ¢ 


= 


wmwunu 
BAN th 
oe oe 


Ne 
= 


DB Ny hd 
oo 
: 


30 


20" 
24’ 


sp. 
sp. 
sp. 


sp. 


ee ee ee ee 
a 
a 


NNN WN 


sp. 


> 


sp. 
sp. 
sp. 
sp. 
sp. 


sp. 


— ee NNN ee ee 


$40.00 
$45.00 
$50.00 
$70.00 
$75.00 
$100.00 
$31.00 
$39.00 
$42.00 
$48 .00 
$71.00 
$130.00 
$42.00 
$45 .00 
$52.00 
$55.00 
$66.00 
$69 .00 
$48 .00 
$51.00 
$37.50 
$40.50 
$62.00 
$65.00 
$76.00 
$79.00 
$34.00 
$36.00 
$34.00 
$40.00 
$42.00 
$40.00 
$13.50 
$20.00 
$19.50 


WHOLESALER’S SALESMAN 


Elizabethport, N. J. 


4 bl *1 sp. 
4bl. 3 sp. 
4bl. 3 sp. 
4bl. 3 sp. 
4 bl. 1 sp. 
4bl. *1 sp. 
4bl. *1 sp. 
4bl. 3 sp. 
4 bl. 3 sp. 
4bl. 3 sp. 
4bl. 1 sp. 
4 bl. 1 sp 
4bl. 1 sp. 
4bl. 1 sp. 
4bl. 2 sp. 
4 bl. 2 sp. 
4bl. 2 sp. 
4bl. 2 sp. 
4bl. 2 sp. 
4bl. 2 sp. 
4bl. 3 sp. 
3 bl. 2 sp 
3 bl. 2 sp. 
3 bl. 2 sp. 
3 bl. 2 sp. 
3 bl. 2 sp. 
3 bl. 1 sp. 
3 bl. 2 sp. 
3 bl. 2 sp. 
3 bl. 2 sp. 
3 vl. 2 sp. 
3 bl. 1 sp. 
3 bl. 2 sp. 
3 bl. 2 sp. 
3 bl. 2 sp. 
3 bl. 2 sp. 
3 bl 1 sp. 
3 bl. 2 sp. 
3 bl. 2 sp. 
3 bl. 2 sp. 
3 bl 2 sp. 
3 bl. 1 sp. 


B.O.—Bracket, Oscillating 
P.S.—Pedestal, Straight 
W.V.H.—Window, Vent. with Humidifier 


$13.95 
$29.95 
$37.50 
$29.95 
$15.50 
$15.50 
$19.00 
$23.00 
$25.00 
$32.00 
$3.95 
$8 .00 
$6.95 
$9.95 
$18.00 
$22.45 
$40.00 
$43.00 


$95.00 


$75.00 
$90.00 
$44.00 
$56.00 
$56.00 
$66.00 
$81.00 
$42.00 
$54.00 
$54.00 
$64.00 
$79.00 
$40.00 
$52.00 
$48 .00 


85C C. , 24°— 3bl. 2sp $58.00 
95CN cS. 30” 3 vol. 2 sp $74.00 
2151 W.V. 9" 4bl. 1 sp $10.95 
2101 W.V. o°— 4bi. 1g $8 .95 
3160 W.V. 10°— 4bl. isp $19.00 
3169 W.V. 10’°— 4bl. 1 sp $16.00 
2168 Wa.V. 9” 4pl. 1sp $19.50 
5168 Wa.V. 10°— 4bl. 1 sp $29.00 
7168 Wa.V. 12°— 6bl. 1sp $37.50 
24EA16 A.V 24°— 3bl. 1 sp. $80.00 
30EA16 a. : 30” 3 bl. Isp $90.00 
36EA16 AY: , 36" bl. Isp. $100.00 
42EA16 A.V 42" 3 bl. Isp $115.00 
A48EA16 A.V..... 48°"— 4bl. isp $134.00 
2101 , eee 9" 4bl. 1 sp. $8 .95 
2201 _ eae 12°— 6bl. 1 sp. $25.00 
2601 Vincincess 0 —~— OU 1m, $28.00 
3901 Worasetaad 9” 5 bl. 1 sp $25 .00 
3201 _, Se 12°— Sbl. 1 sp. $28.00 
3601 , ee eee 16°— 6bl. 1sp $39 .00 
24PC16 P.S....... 24°— 4bl. 1 sp. $97 .00 
30PC16 YY Se vo ae 4bl. 1 sp. $110.00 
*NOTE; Also available in two speed. 





**NOTE; 26 cycle only. 
***NOTE: Direct current only. 


vewcntion» WHOLESALER’S SALESMAN 


DELCO APPLIANCE DIV., GENERAL 
MOTORS SALES CORP. 

391 Lyell Ave., 

Rochester, N. Y. 


9108 D.S.. 8°— 4pl. 1 sp. $4.35 
9110 D.O.. 10’°— 4bl. 1 sp. $9.95 
9112 _ See 12” 4bl. 1 sp. $17.95 
9060 D.O.. 12” 4 bl. 3sp. $29.95 
1500-W D.O. . 10°— 4bl. 2 sp. $15.45 
1610-W Ft a 42° 4bl. 3 sp. $29.95 
1710-W ae 16°— 4bl. 3 sp. $37.50 
1660-W io) 12°— 4bl. 3sp. $33.45 
1760-W os 4bl. 3 sp. $39.95 
1600 D.O.-B.O.. 12” 4bl. 3sp $25.00 
1610 D.O.-B.O.. 12° 4bl. 3 sp. $27.50 
1630 D.$.-B.S... 12° 4bl. 3 sp. $23.00 
1700 D.O.-B.0.. 16°— 4bl. 3 sp. $29.95 
1710 D.O.-B.O.. 16” 4bl. 3 sp. $35.00 
1660 D.O.-B.O.. 12” 4t 3 sp. $27.50 
1662 D.O.-B.O.. 12°— 4bl. 3 sp. $17.95 
1760 D.0.-B.O 16” 4bl. 3 sp. $35.00 
1500-WP P.O... 10° 4bl. 1 sp. $18.95 
1530 D.S.-B.S... 10°— 4bl. 1 sp $9.95 
1560 D.O.-B.O.. 10’ 4bl. 1 sp. $16.45 
1562 D.O.-B.O.. 10” 4bl. 1 sp. $9.95 
1580 D.S.-B.S... 10” 4pl. 1 sp. $6.95 
1582 D.S.-B.S. 10” 4bl. 1 sp. $6.95 
9130 A EO 24°— 3 bl. 2 sp. $57.75 
9140 Poles «< 24” 3 bl. 2 sp. $75.00 
9150 i) re 3 bl. 2 sp. $62.50 
9170 B.S.. 24” 3 bl. 2 sp. $61.00 
2460 Dh ik teint 24” 3 bl. 2 sp. $59.75 
2560 P.S........ 24°— 3 bi. 2 sp. $73.00 
2660 D.S.. 24” 3 bl. 2 sp. $64.50 
2760 B.S... 24” 3 bl. 2 sp. $63.00 
9230 RR 3 bl. 2 sp $65.75 
9240 Sea 3 bl. 2 sp. $83.00 
9250 D.S. 30°— 3bl. 2 sp. $70.50 
9260 B.S. 30° 3 bl. 2 sp $69 .00 
3060 Rewa aoaw . 30° 3 bl. 2 sp.° $65.75 
3160 Picecnce Oe 3 bl. 2 sp. $79.00 
3260 D.S. 30” 3 bl. 2 sp. $70.50 
33600 B.S. 30” 3 bl. 2 sp. $69 .00 
9001 W.V. ave 9” 4 bl. 3 sp. $18.50 
9002 Wa.V.... 9” 6 bl. 3 sp. $29.00 
9007 i 12°— 4bl. 3 sp. $30.00 
9009 WOVence. Ba 6 bl. 3 sp. $43.50 
9007 Wweceuee GE 4bl. 3sp $32.00 
9031 , ee 9°— 4bl. 3sp. $15.00 
9032 ee 12°— 4bl. 3sp. $25.00 
9098 _ eae 16” 4bl. 3 sp. $28.00 
18600 | ae 12’ 4bl. 3sp. $26.50 
1960 as 16” 4bl. 3 sp. $29.50 
9103 _ * Seen 10°— 4bl. 3 sp. $8.95 
9100 Wa.V..... 10°— 6bl. 3 sp. $19.95 
9005 Se « 4pvl. 3 sp. $14.95 
9006 i 6 bl. 3 sp. $28.45 
C.—Ceiling D.S.—Desk, Straight 


V.—Vent., 
Wa.V.—Wall Vent. 


P.O.—Pedestal, Oscillating 
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9105 
9016 
9018 
9020 
9023 
9026 
9017 
9019 
9021 
9024 
9027 
9077 
9075 
9078 
9079 
9066 
2000 
2000L 
2100 
2100L 
2200 
2200L 
2300 
2300L 


$16 D60-U D300 
$49 D60-U F300 
$69 K60-SM 100 
$96 K60-SP100 
$161 D60-UD100 
$210 D60-U F100 
$46 K60-SM 200 
$60 K60-SP200 
$86 D60-U D200 
$168 D60-U F200 
$201. K60-SM400 
$37.7 K60-SP400 
$52.75 D60-U D400 
$72 D60-U F400 
$118. 84641 
$181.2 84641-AB 
$40 86641 
$41 86641-AB 
$43 85641-AL 
$44 88041 
$50 85041-AM 
$51 87641-AL 
$53 87641-AM 
$54 2345-B 
59666-B 
2345-AA 
whee ~ritiea WHOLESALER’S SALESMAN 59666-AA 


58648 c.V 16” 


nN 


$72.7: 49X723 D.O....... 10’— 3 bl. 
$80.7: 49X491 Piccece SE 4 bl. 
$75. FM8S11 D.S....... 8°’— 4bl. 
$83 FM10S11 D.S....... 10’— 4bl. 
$90 78X829 D.O. ... 10°— 4b. 
$98 FM12S1 | ee 4 bl. 
$66 78X233 D.O. . 16” 4 bl. 
$74. 78X844 Wa.V. 10” 3 bl. 
$81 27X834 W.V. . 8)"—3 bi. 
$89 49X600 W.V. - 3 bl. 
$04 49X915 W.V. 8°— 4bl. 
$72.2: 49X916 W.V. 10” 4 bl. 
$79. *34025 a acs 12°— 6 bl. 
$87 . 2: *34029 Ex. as 16” 6 
$40 78X861A P.S........ 24° 3 
$41 78X861B PS. .. ae 3 
$43 78X867 a 24°— 3 
$44 44980 _ 52” 4 
$50 FM20W1 N.V. . 20° 4 bl. 

6 

4 


QD ome mm bed bet pee Oet bee pmo mb pmb bed fed Ome pee mee Oe 
Roe ee ee ee eee Ge Nee 


bl 


N 


bl. 


$58 FM30W1 N.V.  . bl. 

$51 FM36K1 A.V. 36” bl. 

$53 Puan A.V....... & 4 bi. 

$54 FM48Ki A.V 4 bl. 

5 * Speed controllers available, $5.00 list additional. 
5. 

$14. 


$25, when ~ritno WHOLESALER’S SALESMAN 


$28. 


sp. 
sp. 
sp. 
sp. 


+e 2 2 oe dO 
— ee GS I I 


wwwwanrnr 
—— ee = ey WwW WwW WN NNN NN NW NN NW NN NW NW WO tb bt 


wvecotion » WHOLESALER’S SALESMAN 


THE EMERSON ELECTRIC MFG. CO. HARCOVENT ELECTRIC ang ee 
ode, Sento ey 
THE FITZGERALD MFG. CO. sameeateieaee 
nn. HILA 1 $37 
HILB 1 $33 
4bl. 3 sp. $9.95 HILC 1 $33.5 
HILD 1 $32 
HILO 1 $54.5 
1 
1 
1 


St. I 


2540-B bl. 1 sp. $3.95 at ‘ 
oO ngton, Cx 
2650-B ! 1 sp $9 Torrington, 
2660-B . 4} p $16 
6250-AF bl 1 $18 
6250-D t ) $13 


1 


14 


77646-AL + 3} 29 When writin > 
onan At. -— a weenvion » WHOLESALER’S SALESMAN aod as 
7646-AM "— 4bl. 3p. $34 HILS Lisp. $47 
77648-AM 3 sp $44 
2450-B t p $11 
2450-( } Dp S12? When writin 5 
2450-C | p. $12 nen ~itiog, WHOLESALER’S SALESMAN 
9646-AQ 2° 3 sp $25 A. C. GILBERT CO. 
9648. Al > ; co 
ore AQ im os New Haven, Conn 
73246 ‘ 3 sp $29 
3248-AA | + sr $36 
§250-D t I $1 
7250-B ) $17 
5460-( »” | $33. 
77045-AA D $19. 
17046-AA ‘ I 3 Sy] $33 
7048-AA I $39 
28046 b] + sr $26 
79045-AJ bl sp. $18 
75046 “ bl. 3s $31 
75048 ! 3 sp $38 
3550 f $s 
3500 $14 
3550-AA $19 
S40SM $41 
S50SG $57 
S60ST $80 
S70SG $134 
S95SD $175 
P6OSF $85 


P70SC 0 
POSSF . >a 5 When writing ’ agi pe ag 
D47SI $39 mention WHOLESALER $ SALESMAN St. Louis, M 
Ds9SD $50 
DosSF $72 
D8s8sSD $140 
D11SE $168 
S40SY $31.5 
SS0SQ $44 GENERAL ELECTRIC CO. 
Seow | $60 
S70SH $99 
$151 


S95SE 
KS60-TV $94 49X950 D.S 8}°—3 bl. 
KS67-TW l $116 49X94? D.O ‘ 1 3 bl 

bl sp. $132 78X806 D.O. 3 bi. 


NN NN tS 


tN 


sp $1 
$2.10 HOLTUM MFG. CO. 
sp. $5 
Sp. $7 
Sp. $8 
sp. $9 


sp. 


Mod. A P.S ve ae 
Mod. A P.S 20° 
Mod. A P.S 20° 
$31 ~w mn 7 

$6 Ext — 20 


2m Ge ND me et ee ee ee ee 


wn 


$12 Wiecotion » WHOLESALER’S SALESMAN 
$11 


oie 


$32 
$45 
$12 


oh INTERNATIONAL BURNER CO,, 
ia INC. 


~*- ee ee ee Se eH eH SS HS 


~ e+e wR RK RK 
mo me me GG me ND ND 


$34 95 


“ 


95 


1285 Boston Ave., 
Bridgeport, Conn. 





x 


1 sp. $10.95 
1 sp $14 45 
2 sp. $18.95 

$164.5 78X593 D.O. 2 4bl. 3 sp $29.95 3W20 
3 
3 
3 


3 
KS67-UB ; 
41 s $49 49X 936 D.O. 4 bl. sp $37.50 3W24 
4 
3t 


KS67-SE 
74649-AG 
74049-AH \ 
K60-SM300 C 
K60-SP300 C., 


acc 


5 ee ROBO ROBO RORCOE RORORO ROR ROR RCORCEC?| 


nnnnnnnnnnnnnnn 


$59 FM12M1 P.O / 4 bl sp $34.95 2C20 
oe $57.7 78X236 P.O "_ 4bl. 3 sp. $44.00 2C24 
1. 2sp. $65.75  55X165 D.O. 8)°—3bl. Isp. $13.95 3C20 


1 
1 
3 
3 
) 
? 
) 
) 
) 
? 
1 
3 
) 
2 
1 
3 


Zbl. 2sp. $51.95 
A.—Auto Fan A.V.—Attic Ventilating B.S.—Bracket, Straight B.O.—Bracket, Oscillating ... C.—Ceiling D.S.—Desk, Straight 
... D.O.—Desk, Oscillating Ex.—Exhaust H.—Humidifier P.S.—Pedestal, Straight P.O.—Pedestal, Oscillating V.—Vent., 
Gen. Purpose V.K.—Vent., Kitchen W.V.—Window, Vent. W.V.H.—Window, Vent. with Humidifier Wa.V.—Wall Vent. 
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50 





00 





FANS AND VENTILATION 





3C24 Serre 24°— 3bl. 2 sp. $61.95 
3036 ere 30’— 3bl. 2sp. $91.50 
AV 3 ee 30’— 6bil. 1 sp. $98 .00 
AV A.V. 36"— 6bl. Isp. $130.00 
AV 4 A.V 42” 6 bl. 1 sp. $150.00 
AV 48 A.V 48° 6 bl 1 sp $185.00 
AV 54 A.V. 54°— 6bl. Isp. $220.00 


When writing 
mention 


WHOLESALER’S SALESMAN 


ILG ELEC. VENTILATING CO. 


2850 N. Crawford Ave., 


Cc go, Ill 

V.K. 8" 3 bl. 1 sp. $22.00 

V.K. 10° 3 bl. 1 sp $29.00 

V.K a 3 bl. 1 sp. $42.00 

Wa.V 8 3 bl. 1 sp. $34.00 

Wa.V. 10 3 bl. 1 sp. $44.00 

Wa.V 12 3 bl. 1 sp $60.00 

Wa.\ 10” 3 bl. 1 sp $62.50 

Wa.V 12” 3 bl. 1sp $78.50 

428 A.V. 24” 3 bl. 2 sp. $132.00 
71 A.V. 24” 3 bi. 2 sp $144.00 
331 ee i 3 bl. 2 sp. $179.00 
W.V. 3 bl. Var.sp. $54.00 


When writing 
mention 


WHOLESALER’S SALESMAN 


PAUL R. JORDAN & CO. 


631 » De ware st ° 
I 

8 A.\ 28 6 l sp $100.00 
34 A.\ 34°-— 6 1 sj $130.00 
42 A. 42" 6 t 1 sj $160.00 
48 A.\ 48° 6 1 sj $200.00 
4 \ 54 6bl. 1 sf $250.00 
6" Ex 14 4 *1 sp $80.00 
8 Ex 16 4} 1 st} $90.00 
0 Ex 18 4} 1 sy $100.00 
4 Ex ) 4 1 $130.00 
30 Ex 28 4 isp. $160.00 
0" Ex 4 6 | $110.00 
4" Ex 28 6 $143.00 
30 Ex 34” — 6 $176.00 
36 Ex 42 6 $220.00 
42 Ex 48" 6 $275.00 
48 Ex 54 Gi $352.00 
54° Ex.. 60 6 $440 .00 
60 Ex.. 66" 6 $550.00 
*NOTE: Also available 


When writing WHOLESALER’S SALESMAN 


mention 


KELLEY MANUFACTURING COMPANY 


> O. Box 17, 


i €xas, 

4A W.V. 24 3 I 1 st $80.00 
K-30 A W.\ 30 sbl. 1 sf $86.00 
4 4.\ 4 3 1 sj $76.00 

0 \.\ 30 31 1 sp $82.00 
K-90 A.V. 36 4 1 sp $94.00 
4 A.\ 42 4} 1 sp $100.00 
+S A.\ 48 4! 1 sp. $166.00 

4 A.V. 54” 41 1 sp. $195.00 
K-60 1. 60" 4bi. 1 sp. $225.00 


When writing 
mention 


WHOLESALER’S SALESMAN 


A.—Auto Fan 


KISCO COMPANY, INC. 


When writing 
mention 


39th and 


A> S 


we wee Www ww 
7, s 


Se ed 


WHOLESALER’S SALESMAN 


KAISERAIRE PRODUCTS SALES CO. 


9S. Kedzie, 


When writing 
mention 


Cc} 


KNAPP-MONARCH CO. 


101-0) 
95-() 
102-R 
99-R 
98-O 
96-O 
92-0 
80-R 
78-R 





When writing 
mention 





icago, I. 


‘ar.sp. $49.50 


WHOLESALER’S SALESMAN 


$501 Bent dt., 


S+ 
4 23 
4 bl Pp 
4} 2 sp. 
4} p 
4 » sp 
4 p 
4 1 sj 

1 sp 
4} 1 sp 
41 1 st 
41 1 sp 


WHOLESALER’S SALESMAN 


HARRY H. KNIGHT CO. 


(336 
342 
\348 


(*3)) 
E320 
E322 
W320 


W322 


20° 
>>” 
20 


> 


4 bl 1 sp. 
41 1 sp. 
4bl. 1 sp. 
3 bl. 1 sp. 
3 b 1 sp 
7 1 sp. 
3 1 p 
3 1 I 


Louis, Mo 








When writing 
mention 





WHOLESALER’S SALESMAN 


KWIKWAY CO. 


K 165-R 
K 160-O 
K 158-O 
K 157-R 
F 159-R 
F 158-R 
F 156-R 


D.O 
D.O 
D.O 
D.S. 
D.O. 
D.O. 
DS. 


. A.V.—Attic Ventilating . . . B.S.—Bracket, Straight 


dt 


sp 


~~ - Se  e e 


sp 


1 

1 sp. 
1 sp. 
1 sp. 
1 sp. 
1 sp. 
1 





3501 Bent, 
Louis, Mo 


.. . B.O.—Bracket, 


Oscillating . . .C.—Ceiling . . . D.S.—Desk, Straight . . . D.O.—Desk, Oscillating 
Exhaust . . . H.—Humidifier . . . P.S.—Pedestal, Straight . . . P.O.—Pedestal, Oscillating . . . 
’—Ventilating, Gen. Purpose . . . V.K.—Ventilating, Kitchen 


o. eX 


. . » W.V.—Window, Ventilat- 


ng... W.V.H.—Window, Vent. with Humidifier .. . Wa.V.—Wall Ventilating. 
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Send sales soaring 
with 


SHEPLER 


VENT FANS! 


@ The increasing use of kitchen ven- 
tilating fans in new and _ “rebuilt 
homes, plus the fact that the best fan 
sales season is rapidly approaching, 
makes it imperative for alert distribu- 
tors to get behind a recognized, qual- 
ity line of fans ... a line best illus- 
trated by SHEPLER! Their superior 
construction, guaranteed manufacture, 
and low price make them the choice 
of countless Electrical Contractors and 
Architects everywhere. Take advan- 
tage of this acceptance—make your 
fan sales soar with SHEPLER. Our 
newest catalog gives complete details 
for all types of installation require- 
ments. Write for your copy today with 
Jobbers Cost and Resale Sheets. 


HERE ARE A FEW OF OUR PRODUCTS... 


























Wall (Grill) 
Type Fan—No. 
6—10” in diam- 
eter—chain op- 
erates motor 
and outside 
shutters. Wall 
sleeves — 11” x 
11". Lists at 
$27.50. 





Ceiling Fan—No. 8—Install it any 
place — automatic shutters provide 
positive airlock against back-drafts 
when fan is not operating. 10” fan. 
Lists at $30.00. 3-speed wall switch 






























Wall (Door) Type Fan— 
No, 4—A 10” fan at the 
price of an 8” fan. Door is 
weather-stripped. Built-in 
door-operated switch. 
Wall sleeve — 11” x II”. 
Lists at $21.00. 


Chimney or Duct Fan— 
No. 7. For chimney, flue 
or duct use in ceiling or 
wall. 10” fan. Sleeve 
” dia. x 5” long. List 
5. 50. 





-SHEPLER MFG. CO. 


| 1325 Sheffield St. Pittsburgh, Pa. 
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1-R v J 1. 1 sp 
( S. , bl. 1 sp 
155-R bl. 1 sp 


MARATHON ELEC. MFG. CORP. 


Box 298, 
Wausau, Wis 


15 
15 


K 
K 
Z 


1811 
181; 
18 TS 
2208 
2211 
22 TS 
3008 
3011 


30 TS 


$66.00 
$71.50 
$82.50 
$77.00 
$82.50 
$93.50 
$99 00 
$104.50 
$115.50 


When writing 
mention WH 


ESALER’S SALESMAN 


Smee NO me tS ee 


THE LAU BLOWER CO. 
eeonton” WHOLESALER’S SALESMAN 


*)761 
*226A 
*) 6B 
*3041 
*3641 
*4241 
*4231 
*4851 
*4871 
*3041-P 
*3641-P 
*4241-P 
*4231-P 
*4851-P 
%4871-P 
*3041-PL 
*3641-PL 
*4241-PL 
*4231-PL 
*4851-PL 
*4871-PL 
*NOTE: A 


MADE-RITE CO. 


g 


en 


g 
g 
10 
10 
10 
10 
10 
g 


10 $s 


> > > > > > & > & > Y b> 
Addccctct ctr 


wection » WHOLESALER’S SALESMAN 


iecoton . WHOLESALER’S SALESMAN 


PRYNE & CO., INC. 
ox 3307 Tern 
Le Angeles, Calif. 
r 1060 Jackson Ave. 
yng Island City, N. Y 


inal Sta., 
We 


bl. p $12 
bl. sp $12 
bl. sp $16. 
bl. sp $16 
8” bl. sp $21 
10° 5 bl sp $14 
10 bl sp $14 
10 5 bl sp $18 
Wa.\ 10 5 bl sp $18 
W.\ 10 bl sp $23 


LYDON-BRICHER MFG. CO. 


8 
S 
8 
Rg 


600 

1755 

1750 

1762 

NOTE: Ab 
$2-rolt D.C 


DRaAnnwn 
auuwwU YM 
ran 


oo 
wa” 


oo 
mw 


wrnention » WHOLESALER’S SALESMAN iwcnton ” WHOLESALER’S SALESMAN 


THE PEERLESS ELECTRIC CO. 
MEIER ELECTRIC & MACHINE CO. 


$525 E. Washington St., 
Indianapolis, Ind 


AVS16 
AV 16 
AVS18 
AV18 
AVS24 
AV 24 
AVS30 
AV 30 
AVB24 
AVB30 
AVB36 
AV B42 
AVO 
AVS!1 
AVS2 
AV12 
*NOTI 
**NOTI 


$85.00 
$91.00 
$97 .00 
$137.00 
$175.00 
$35.00 
$44.00 
$47 .00 
$52.00 
$62.00 
$28.00 
$60.00 
75.00 
$39.50 


0 3 bl sp. $49 50 


vewcotion  WHOLESALER’S SALESMAN 


A.—Auto Fan A.V.—Attic Ventilating 


iwention » WHOLESALER’S SALESMAN 


B.S.—Bracket, Straight 


REYNOLDS ELECTRIC CO. 


26 W 


1653 
1811 

1834 
1839 
1829 
1828 


D.S 
D.S 
D.S 
D.S. 
P.S 
P.S 
1827 P.S 
1826 P.S 
1748 C. 
1823 > 
1842 

1847 

1752 

1763 

1711 ; 

1711 ft 4? 


Congres: 
Chic Ago, 


When writioo WHOLESALER’S SALESMAN 


REED UNIT-FANS, INC. 


RC-32 A.V 32" 
RC-38 A.V 38 

RC-44 4 44° 
RC-50 \ 50 

K112PI VK 12 

WOV-24N 24” 
WOV-30N 30° 
WOV-36N rv. 36” 
WOV-42N ff 42” 
NOTE: Prices on the RC serie 


hutter vent and grille. 


When writing 
mention 


ROBBINS & MYERS, INC. 


B8A6-N D.S 
B10A6-O O 
B12A6-O0 D.O 
5404 D.O 
1504 

1704 

6804 

6904 

1804 

804( 

834 

5630 

5650 

1204 

1604 

5104( 

5110 

1304 


704C> 


5804C > 

5814 

7564AP 

7564AL 

7514 

7544 

30L 

36L 

421 d 

48L A.V 48” 
7404A y - 12” 
7414A la.V. 16” 
7454 la.V. 20° 


Oe nn ee 


No wh Ow Ow Ow Ow Ow 


WHOLESALER’S SALESMAN 


$19.95 
$25 

$31.' 
$10.95 
$i4 
$23 


$90 95 


$19.5 
$31 
$31 
$29 
$40 
$43 
$50 
$53 
$52 
$59 
$59 
$69 
$76 
$90 
$103 
$142 
$33 
$46 
$85. 


B.O.—Bracket, Oscillating 


C.—Ceiling 


D.S.—Desk, 


D.O.—Desk, Oscillating Ex.—Exhaust 
Gen. Purpose V.K.—Vent., Kitchen 


H.—Humidifier 


W.V.—Window, Vent. 


P.S.—Pedestal, Straight 


W.V.H.—Window, Vent. with Humidifier 


P.O.—Pedestal, Oscillating 


Wa.V.—Wall 


Straight 


V.—Vent., 


Vent. 
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OO 
On) 
OO 





7464 Wa.V..... 24°— 2sp. $140.00 
7474 Wa.V. 30” 2 sp. $185.00 
50 Wa.V. 8°— 4bl. 1 sp. $15.00 
6304 Wa.V. 12°— 6bl. 1 sp. $25.00 
6354 Wa.V..... 16°— Obl. 1 sp. $28.00 
ROTO BEAM 
3300 Indiana Ave., 
Chicago, IIl, 
110-D B.S. 10°— Sbl. 2sp $17.95 
110-W W.V 10” 5 bl. 2 sp $17.95 
112-D B.S. 12°— Sbl. 3 sp. $27.50 
112-W W.\ 12” 5 bl. 3 sp. $27.50 
116-D B.S. 16” 5 bl. 3 sp. $37.50 
116-W W.V. 16” 5 bl. 3 sp. $37.50 
110-P P.S. 10’ 5 bl. 3 sp. $32.95 
112-P P.S 12°— Sbl. 3sp $42.50 
116-P P.S. 16” 5 bl. 3 sp. $52.50 
118-LS B.S. 18” 5 bl. 3 sp. $54.50 
120-LS B.S. 20” 5 bl. 3 sp. $64.50 
124-LS B.S. 24” 5 bl. 3 sp. $74.50 
118-P P.S. 18” 5S bl. 3 sp $69.50 
120-P PS. 20° 5 bl. 3 sp. $79.50 
124-P P.S. 24” 5 bl. 3 sp. $89.50 
130-P P.S. 30” 5 bl. 3 sp. $119.50 
136-P P.S. 36"— Sbl. 3sp $129.50 
110-X Ex. 10” 5 bl. 2 sp $42.50 
112-X. Ex. 12°— 5bl. 2sp $58.50 
118-X Ex. 18” 5 bl. 3 sp. $99.50 
120-X Ex. 20" Sbl. 3sp. $109.50 
124-X Ex 24°— Sbl. 3sp. $124.50 
130-X Ex... 30° 5 bl. 3 sp $169.50 
120-CF B.S. 20’°— Sbl. 1sp $59.50 
120-CS B.S. 20" 5 bl. 1 sp $59.50 


When writing 
mention 


SAMSON UNITED CORP. 


WHOLESALER’S SALESMAN 


1700 University Ave., 


Rochester, N. Y. 
1040 D.S. 8” 4bl. 1 $4.95 
1042 D.O 10” 4bl. 1 $12.95 


When writing 
mention 


SCHWITZER-CUMMINS CO. 


WHOLESALER’S SALESMAN 


1145 E. 22nd St., 
Indianapolis, Ind. 
C-302 A.V. 30° 4bl. Isp $95.40 
303 A.V 30" 4bl. 1s $110.00 
362 A.V 36"— 4bl. 1sp $101.90 
363 A.V 36 4bl. isp $116.50 
C-423 A.V 42” 4bl. 1sp $122.90 
»C-425 A.V. 42” 4bl. 1 sp. $133.85 
C485 A.V. 48” 4bl. 1 sp. $144.25 
»C-487 a 48” 4bl. isp. $165.00 
F-302 A.V.-V. 30” 3 bl. 1 sp. $60.25 
-303 A.V.-V. 30” 3 bl. 1 sp. $74.85 
P-362 A.V.-V. 36’— 3bl. 1 sp. $64.95 
363 A.V.-V. 36 3 bl. 1 sp. $79.55 
423 A.V.-V 42 3 bl. 1 sp. $85.85 
425 A.V.-V 42” 3 bl. 1 sp $96.80 
485 A.V.-V.... 48” 3 bl. tsp. $103.25 
F-487 A.V.-V.... 48°— 3ol. 1 sp. $124.00 
SHEPLER MANUFACTURING CO. 
1312 Sheffield St., 
Pittsburgh, Penna. 
Ex.-V.-V.K. 10° 4bl. 1* $27.50 
Wa.V. 
C.-Ex.-V.. 10°— 4bl. 1* $16.50 
V.K.-Wa.V. 
8 C.-Ex.-V. 10°— 4bl. 1* $30.00 
V.K.-Wa.V. 
4 Ex.-V.-V.K., 10’ 4 bl.. 1* $21.00 
Wa.V. $4.00 
ITE: These are furnished with switch and 38-speed 


When writing 


mention 


WHOLESALER’S SALESMAN 









AIR CIRCULATOR FANS 


20° and 24° 



















design, 


air delivery 


Adjustable 
in height 
4'4"' to 7'6"" 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan 


Offices in all principal cities 





Popular sizes. 
Floor, Low stand, and wall models. 


From any manner of appraisal—appearance, 
air delivery and construction, 
Signal 20” and 24” chrome plated air circula- 
tor fans have instant appeal—and are excep- 
tional values. 
Plane adjustment include 3 speed operation, 
specially designed fan blades for 


complete specifications and prices. 


This feature —ver- 
tical plane adjust- 
ment on all models. 


Popular Prices. 


these 


Features in addition to vertical 


maximum 


and quiet operation. Write for 


Also a complete new line of streamlined 
desk fans. Send for new 1941 catalog now. 




















‘FRIGID 


VENTILATING EQUIPMENT 


QUALITY 
PRODUCTS 








NORTHWEST 
24” Blade—2-Speed 


AIR CIRCULATOR 















CIRCULATORS & DEVICES MFG. 
CORP. 
San Prince St. 


YOU can’t sell your prod- 


uct if you don’t tell your 
salesmen—our readers—the 


whole story FIRST. 


Tell them FIRST 
Tell them OFTEN 
Tell them ALL 
FOR 
BETTER SELLING 


WHOLESALER’S SALESMAN 


330 West 42nd Street, New York, N. Y. 


New York we? 
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EXHAUST FANS af STANDARD LIST 
ue 
Qa 
SHUTTERS ATTIC FANS on $ .00 
BLOWERS INDUSTRIAL FANS = | 
AIR CIRCULATORS «Oo FLOOR 
4 MODEL 
A complete line for sales to contractors and zo 
industrials, Quality at low prices. Write for or 50% DISC. 
Catalogue. 0= 










TO DEALER 


BIG DISC. 
~ TO JOBBER 


FLOOR 
MODEL 










—G-E, 2-SP. MOTOR 
IN ALUM. SHELL 
—CHROME BLADE 
—CHROME COLUMN 
—CHROME BASE 
—CADMIUM GUARD 
—2-YEAR GUAR. 
—THE BUY IN 1941 














Free Descriptive Data 


DAYTON ELECTRIC 


MANUFACTURING CO. 
501 S. Green St. Chicago 
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SHREVEPORT ENGINEERING CO., INC. B. F. STURTEVANT CO. 10-E FL Ex.W.V..8 to 10°— 
1241 Dalzell St., Hyde Park, 51050 i, 10— 4bl Isp. 
een Boston, Mass. 1051 Ex.-W.V... 12 4 bl. sp. 
Shreveport, La. ; #1052 Ex.-W.V... 14°— 4bl. 1 sp. 
sp. $48.00  *1053 Ex.-W.V... 16" 
$52.00 *1054 Ex.-W.V. 16” 
sp. $45.00 *1055 Ex.-W.V 16” 
$66.00 800 Barn 10” 
$88.00 810 Barn gg 
$94.00 820 Barn aw Oe 
$121.00 10-C Wa.V. 10” | sp 
$115.00 10-D Wa.V..... 10° bl. sp. 
$143.00 * NOTE; This series also supplied in twin fans at d 
$115.00 the cost. Swamp cooler attachment for single or twin far 


ja 


Sp. 
sp. 


2 sp. 


sp. $52.50 
sp. $62.50 
36" sp. $78.50 
40° $83.50 


A-46 1 
1 
1 
nm 3 
40” bl. 1 ’ $89.50 
bl. 1 
1 
1 
1 


A-60 
A-75 
A-100 
A-125 
A-150 
A-175 
A-240 
A-44 


30° 


> > > 


<<<<a<<< 


~ 


sp. 


> > > PS Pb Pp 


sp. 
sp. 


“ 


48" $129.50 
$159.50 
ane $239.50 
$59.50 


whee writes WHOLESALER’S SALESMAN 


‘ 
owt & ee 


70 Sk 


2 


$143.00 furnished at slight additional cost. 
$154.00 . 

Whe ts ’ 
a * ven vcieo WHOLESALER’S SALESMAN 
$164.00 
$225.00 
$265.00 UNIVERSAL BLOWER CO. 
$240.00 Birmingham, Miche 
$265.00 
$347 .00 
$378.00 
$446 .00 
$446 .00 
$504.00 
$30.00 
$40 


eoies! 
GG 


SIGNAL ELEC. MFG. CO. 
Menominee, Mich. 


4 wM uM we OK 


et oe ot ot et 
if 
ee ee ee ne ee 


“o M 


B.S. $3 
$6.75 
$5.25 
$8 
$9 
$14 
$15.2 
$12 
$13 
$21.7 


te Wee au"? WHOLESALERS SALESMAN 
$32 

$35 

$29.50 SOUTH BEND AIR PRODUCTS, INC. sana 
e 3? 322 East Colfax Ave., 

vee 5 South Bend, Ind. 


$9 . ieee nton * WHOLESALER’S SALESMAN 
$12. {X.- 2 bi. r.sp 55.00 

$16 
$122. 
$48 
$36 
$24 
4 bl. . $20.25 
4 bl , $22. 

4 bl $15. 


when writioo WHOLESALER’S SALESMAN 


SIGNAL MANUFACTURING CO., INC. 
587 Washington St., 
Lynn, Mas 


co RCoR COR Co RCo RCo RC? 


1 sp. $39.5 
1 sp. $12.00 
1 sp. $22. 
1 sp. $18 
*2 sp. $75 
*2 sp. $90 
*2 sp. $115 
p. $160 
$18 
$20 
$30 
$40 
$60 


B.S. 


-— Se he I 
PPprad<acs 
Fe ee SR RRR 


eames] 
wwwth eh Pee OE Ee 


try tr fy ty 


if 


furnished 17 


< 
ene 
. 


a 


< 
ah eee EE EEE EEL EEE ES 


1.40 
rsp. $73.10 WICTOR ELECTRIC PRODUCTS, INC. 
r.sp. $122.74 2950 Robertson Rd., 
r.sp. $152 . 9% 
r.sp. $164.00 
r.sp. $189.50 VS-32-1 
r.sp. $69.20 VS-33-U 
r.sp $66.90 VS-36-U 
r.sp 50 VS-30-U 
rsp 10 VS-31-U 
r.sp 70 V T-28-X 
r.sp. 25 VS-38 
Sp. 60 VS-40 
Sp. VS-34 
r.sp. $177 VS-50-U 
rsp. $197.00 FS-8S 
r.sp. $ FS-10QX 
rsp. $ 50 FS-12X 
“Sp. $282 FT-12QX 
sp 30.» FT-12Q 
sp 20 FT-16Q 
sp FT-120 
ar.sp. 5.25 FT-121 a) 
ar.sp 25 FT-122 P.S. 
r.sp , FT-44 P.S 
Sp. 5.90 FT-45 P.S 
r.sp 35 FT-46 P.S 
sp 59.90 100-R c. 
ar.sp. $155.90  200-R C. 
ar.sp. .00 300-R. C. 
‘ ur.sp. 00 VS-218 Ex. 
30° ar.sp. .40 VS-219 Ex.. 
30” ar.sp. 3.00 VS-220 Ex. 
30°— . Var.sp. $261.50 VS-220-C Ex. 
36°— . Var.sp. $250.60 VS-221 Ex. 
sp. $7.95 R-17 36°— . Var.sp. $280.00 VS-221-C Ex. 
sp. $11.95 R-18 ox. 36” bl. Var.sp. $350.00 VS-22 Ex. 
sp. $21.95 NOTE: Units can be furnished with explosion proof VS-22-C Ex 


p 30 


Cincinnatti, Ohio, 


win tmndd< 


+h 


1 $17. 
1 $17. 
1 $14 

$22. 
1 $22 

1 $55 

1 $12 

1 $15 

1 $20 

1 $26 

1 $3 

1 $9 

1 $12 

1 $19 

1 $24 

1 $32 

1 $42 

1 $36 

1 sp. $35 
1 
1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 


a at 
S@ddddddddddddc-: 


<= ° . 
NAAMARARKRAAAAA 


36” 
36" 
16” 
16” 
16” 
20” 
20” 
20” 
24” 
24’ 
24” 
~ 
23"— 
28"- 


> 


$3.50 
$3.75 
$4.00 


iwcrtion » WHOLESALER’S SALESMAN fe 


R-5 

R-6 

R=] 

F. A. SMITH MFG., CO., INC. RS 
399 Davis St., R-9 
ochester, N. Y. R-10 
R-11 

sp. $3.95 R-12 
sp. $5.95 R-13 
sp. $10.95 R-14 
sp. $6.95 R-15 
sp. $14.95 R-16 


et hole. hon ooo 


$52 
$46 
$45 
$18 
$28 
$38 

$6 
$12 
$17 
$19 
$21 
$23 
$41 
$43 


ddddddcddddddddddddddssssssssss 


“ 


4 bl. 
4 bl. 
4 bl. 
4 bl. 
4 bl. 
4 bl. 


PPR RENN NH WWW KH KEE KES HEHEHE EE SS 


“~<ees-4e4444442444444-—4<- 
<< 


4 bl. 
4 bl. 
4 bl. 
4 bl 
4 bl. 
4 bl. 
4 bl. 
4 bl. 
4 bl. 
4 bl 
4 bl. 
4 bl. 


sp. $34.95 motor Special finishes supplied if to be installed in 


sp. $21.95 corrosive fumes VIDRIO PRODUCTS CORP. 


sp. $16.95 


: 3920 Calumet Ave., 
$13.95 Tee GL Chicago, ll 
sp. 27.95 entio 


= pape 800-5” B.S. i 5” l sp. $2 
sp. $30.05 TWENTIETH CENTURY ENGINEERING 800 F.F. D.S..... 8° l. 1 sp. $2.0 
: - : 1000-G D.O. ; 10 l sp. $9.: 
=P. —_s Mankoto, Minn, 1200-G D.O. 12° sp. $12. 
< 1330.95 90 ON ieccs sp. $70.00 16C Vewwssess. OM . 3sp. $25. 

C.-V.. 10” sp. $22.50 16P V.-PS..... 16°- . 3sp. $37. 
C.-V.. » sp. $32.50 


i eceron » WHOLESALER’S SALESMAN ey ot . when “9 WHOLESALER’S SALESMAN 


tS SP sp. $42.50 mention 


A.—Auto Fan A.V.—Attic Ventilating B.S.—Bracket, Straight B.O.—Bracket, Oscillating ... C.—Ceiling D.S.—Desk, Straight 
D.O.—Desk, Oscillating Ex.—Exhaust H.—Humidifier ... P.S.—Pedestal, Straight ... P.O.—Pedestal, Oscillating ... V.—Vent., 
Gen. Purpose V.K.—Vent., Kitchen ... W.V.—Window, Vent. . W.V.H.—Window, Vent. with Humidifier ... Wa.V.—Wall Vent. 
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VIKING AIR CONDITIONING CORP. S-16-TW _B.S....... 16’°— 3bl. 3sp. $37.50 
9500 Richmond Ave, S22-HW BS....... 22°—3bl. 1sp. $55.00 
Cleveland. Ohig. 5°22-TW)sOBAS....... 22°— 3bl. 2sp. $60.50 
S-28-HW_  B.S....... 28°— 3bl. 1sp $68 . 50 
122-L © 3 bl. 1 sp. $49.95 S-28-TW es 3 bl. 2sp $74.00 
132- A.V....... 32",— 3bbh isp. $113.50 D-22-HW B.S....... 22°— 3bl. 1sp $80.50 
140- ee 40" 4bl. 1 sp. $159.50 je 5 a | Se « 3 bl. 2sp $87.00 
148- rr 48” 4bl. 1 sp. $222.50 D-28-HW_ B.S....... 28” 3 bl. 1 sp $95.50 
132-X ers 32"—  3bl. 1 sp. $79.00 D-28-TW_  B.S....... 28°— 3pbl. 2sp $101.50 
140-X 3 40°— 4bl. isp. $115.00 S-16HC C......... 16’°— 3bl. 1sp $35.50 
148-X | | eee 48” 4bl. 1sp $165.00 $-16-TC Er 16” 3 bl. 3 sp $37.50 
132-XX aoe a saute 32°— 3bl. 1sp $89.00 S-22-HC C...... 22°— 3bl. 1 sf $46.75 
140-XX , See 40°— 4bl. 1 sp $130.00 
148-XX ee 48” 4bl. 1 sz $195.00 When writing ’ 
132-I ina ok hag. 32” 3 bl. 1 sp $99.00 montion WHOLESALER 5 SALESMAN 
140-1 Ex........ 40°— 4bl. 1sp. $145.00 
148-E _ . 48°— 4bl. 1sp. $215.00 


when «ritivg WHOLESALER’S SALESMAN 


WAGNER ELECTRIC CORP. 


6400 Plymouth Ave., 


St. Louis, Mo. 
52604 D.O. , 10” 4bl. 1sp $13.95 
52603 D.O. , 4bl. 3sp $15.45 
5260. P.O 1 4t 1 sf $18.95 
3603 D.O 12°— 4bl. 3sp $29.95 
6360 P.O. 12° 4bl. 3sp $36.45 
8360 P.O 16” 4t 3 sp $44.00 
83603 D.O 16” 4b 3 p $37.50 
52602 D.O en 4bl. 1 sy $11.95 
62602 D.O. ay 4b 3 st $25.00 
82602 D.O. es  } 4b 3 $29.95 
41601 D.S. sn ae 3 bl. 1 sp $3.95 
51601 Ss 3 bl. 1 sp $6.95 
52601 D.O .-. 10°— Zbl. 1 sp. $9.95 
52600 _¢  Prre. . 3 bl. 1 sp. $13.95 
62601 D.O. oe oe 3 bl. 2sp $16.95 
62003 D.O. ; 12” 4bl. 3 sp $33.45 
84003 D.O.... 16°— 4bl. 3sp $40.50 
29606 SSE aarees 36” 4 bl 2 sp. $40.00 
29608 Sa cases ae 4bl. 2sp $43.00 
19606 _ See 52” 4bl. 3 sp. $50.00 
19608 ate essrasear 52 4bl. 3sp $53.00 
K60SM ey 3 2 sp $54.50 
K60SP Cire... ccc OO 3 bl. 2 sp $62.50 
D6OT ] Cire....... 24°— 3 bl. 2 sp $64.00 
D60TK 3 4 3 bl. 2 sp $77.50 
65604 , 12” 4bl. 1sp $27.4 
86604 Se 16"— 4bl. 1 sp $30.50 
65602 ES 12°— 4bl. 1 sp. $24.95 
85602 ee 16” 4bl. 1 sp $28.00 
55601-U  W.V...... 10°— 3bl. 1 sp. $8.95 
55601-T | A eee 6 4bl. 1 sp. $7.45 
65601 a 12” 4bl. 1sp $14.95 
55W60 WOLY oc00s 10” 4bl. 1 sp. $19.95 
16E24 __ IES 16” 4bl. 1 sp. $36.00 
19E34 , a 19°— 4bl. 1 sp. $51.00 
24E51 , eee 24" 4bl. 1 sp. $70.00 
65004 _ 12"— 4bl. 1 sp. $31.00 
86004 , eee 16’°— 4bl. 1 sp. $33.50 
S4SM Ns sai. 9 bl. 2 sp. $49.20 
S$5SG a 16’ 9bl. 2 sp. $69 00 
S6ST eae 18°— 9bl. 2 sp. $96.00 
$7SG a 24”°— Obl. 2 sp. $160.80 
S9SD Ex........ 30°— 9bl. 2sp. $210.00 
PF-302 ee 30°— 3bl. 1 sp. $76.50 
PP.363 | 36” 3b 1 sp. $87.00 
PP-425 a 42” 3 bl. 1 sp $113.00 
PF-487 A.V. .. 48°— 3bl. isp. $129.00 
21438 Apt.Vent.. 21°— 4bl. 1 sp. $59.95 
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WALTON LABORATORIES, INC. 


1186 Grove St., 
Irvington, N. J. 


AC ee 1 sp. $24.95 
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EDGAR T. WARD COMPANY, INC. 
7777 W. Lake St., 
River Forest, IIL 

S16HW BS....... 16°— 3bl. 1 sp. $35.50 






A—Auto Fan... A.V.—Attic Ventilating 
Oscillating .. . C_—Ceeiling . 
Exhaust... H.—Humidifier . 


WESTINGHOUSE ELEC. & MFG. Co. 


246 E. Fourth St., 
Mansfield, Ohio, 


8KN3 D.S.-B.S. 8’"— 3bl. 1 sp. $4.95 
10B3 D.O.-B.0.. 10’— 4bl. 1 sp. $9.95 
12K3 D.O.-B.O.. 12” 4bl. 2 sp. $17.95 
10A3 D.O.-B.O.. 10” 4bl. 3sp. $14.95 
12A3 D.O.-B.0.. 12” 4bl. 3 sp. $29.95 
16B3 D.O.-B.0O.. 16’— 4bl. 3 sp. $29.95 
16A3 D.O.-B.O.. 16” 4bl. 3 sp. $37.50 
10K P3 ee 10” 4bl. 1 sp. $12.95 
12K P3 {) Pre 6 4bl. 2 sp. $22.45 
12AP3 os 12” 4bl. 3sp. $35.00 
16AP3 P.O. . 16°— 4b. 3 sp. $45.00 
24CN3 .. 24” 4bl. 2 sp. $52.00 
24SN3 B.S. 24” 4bl. 2 sp. $60.00 
24FN3 P.S. 24” 4bl. 2 sp. $70.00 
24S3 B.O. 24°— 4bl. 2 sp. $80.00 
24F3 P.O. 24”°— 4bl. 2 sp. $90.00 
12FH3 W.V.-Wa. 12”— 4bl. 1 sp. $25.00 
V. 
12FV3  & 12°— 4bl. 1sp $28.00 
16FH3 W.V.-Wa. 16°— 4bl. 1 sp. $28.00 
va 
16FV3 re 16°— 4bl. 1 sp. $31.00 
36C3 ae feast 36" 4bl. 3 sp. $40.00 
36CP3 ae 36°— 4bl. 3 sp $40.00 
36R3 Cc 36°— 4bl. 3 sp. $43.00 
52CG3 _ eae 52°— 4bl. 3 sp $50.00 
52R3 ae 52°— 4bl. 3 $53.00 
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WEST WIND CORP. 
1800 Airport Way, 
Seattle, Wash. 


101 _o eee 9°— 8bl. 3 sp. $35.00 
601 ae 9” 8 bl. 1 sp. $25.00 
*420 | eee 9” 8 bl. 1 sp. $30.00 
¥*258 V.K. 54”—20 bl. 1 sp. $31.50 
201 W.V. 9°— 8bl. 2 sp. $37.50 
301 W.V 9"— 8bli. 2sp $37.50 
501 Ex 9” 8 vl. 1 sp $19.00 


*NOTE; Also furnished in 3 speeds. 


vecor ce,” WHOLESALER’S SALESMAN 


— FAN & VENT. CO. OF LA., 
i 527 St. Joseph St., 
New Orleans, La. 


36E31 | 36°— 4bl. 1 sp. $105.00 
36E32 OS ete 36°— 4bl. isp. $108.00 
36ES AV....... 36°— 4bl. 1sp. $125.00 
36E50 A.V.-Ex... 36°— 4bl. 1sp. $125.00 
42E31 |, eee 42°— 4bl. 1sp. $130.00 
42E32 i See 42°— 4bl. 1 sp. $135.00 
42E5 AV....... 42°—4bl. 1sp. $155.00 
42E50 A.V.-Ex... 42°— 4bl. 1sp. $155.00 
48E5 ry epee 48’— 4bl. 1sp. $160.00 
48E75 , Se 48°"— 4bl. 1 sp. $185.00 
48E750 A.V.-Ex... 48°—4bl. 1sp. $185.00 
48E1 A.V.-Ex... 48°— 4bl. 1sp. $210.00 
GT2246 = aa 24°— 4bl. 1 sp. $80.00 
GT2304 a 30°— 4bl. isp $110.00 
GT2363 oS ee 36’— 4bl. Isp. $140.00 
GT2365 > ae 36’— 4bl. isp. $165.00 


R.A.224-R P.S....... 22°— 3bl. 1 sp. $50. 
NOTE; Can furnish 2 speed at addition to list. 


. B.S.—Bracket, Straight . . . B.O.—Bracket, 


s 


. . D.S.—Desk, Straight . . . D.O.—Desk, Oscillating . . . Ex.— 
. . P.S.—Pedestal, Straight .. . —P.O.—Pedestal, Oscillating . .. 
V.—Ventilating, Gen. Purpose . . . V.K.—Ventilating, Kitchen 


... W.V.—Window, Ventilating 


W.V.H.—Window, Vent. with Humidifier . . . Wa.V.—Wall Ventilating. 


=, 
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AIRCIRCULATORS 


There are great profit oppor- 
tunities in solving the cooling 
and ventilating problems of 
stores, restaurants, schools, and 
factories—and these big, new, 
quiet Delco Aircirculators turn 
the trick. 

Good looking and mighty effective, 
they provide the easiest, most 


economical way of circulating air 
in any large enclosed space. 


24 and 30 inch models in Floor, 
Counter, Wall, or Ceiling types. 
Plug in like an ordinary desk fan. 


Send for the 1941 Catalog 


See the other new model Vent and 
Desk Fans, and the new sales helps 
that will make the complete line 
of Delco Fans the most profitable 
fan line you can handle. 








DELCO APPLIANCE DIVISION 


GENERAL MOTORS SALES CORPORATION 


ROCHESTER, N. Y. 





NEW PRODUCTS yove cave Sel 











RAINTIGHT ENCLOSURE 





Raintight enclosure, for load centers and 
service equipment used in the open in 
connection with yard lighting, signs, 
flood lighting and general use, is im- 
pervious to rain, snow and sleet. Of 
galvanized steel, gray enamel finish, has 
hinged cover which may be padlocked. 
For load centers and service equipment 
of 2 to 16 circuits, 120 volt. Frank 
Adam Electric Co., St. Louis, Mo. 
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FLUORESCENT LAMP 


New addition to fluo- 
rescent tube line is 
"Soft White", a color 
of a slight pinkish tinge. 
Quality of light makes 
it especially applicable 
to display lighting of 
food products, beauty 
parlors, restaurants, thea- 
ter lobbies, ete. Hy- 
grade Sylvania Corp., 
Salem, Mass. Also 
made by General Elec- 
tric and Westinghouse. 





VENTILATING FANS 





Line of low priced Northeaster Ventilat- 
ing Fans in 10 and 12 in. sizes, both 
wall box and window panel, are built-in 
non-reversible types. The !0-in models 
have semi-wide blades and streamlined 
motor, the 12 in. have standard narrow 
type blade. Delco Appliance Division 
of General Motors Sales Corp., Roches- 
ter, N. Y. 
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AIR CIRCULATOR FAN 





Line of air circulator fans is made in 
floor, low stand and wall models—20 in. 
and 24 in. sizes and three speeds. In- 
corporates the vertical plane adjustment 
feature as illustrated, permitting the fan 
to be turned from horizontal to vertical 
at 15 degree angles. Polished alumi- 
num blades. Signal Electric Mfg. Co., 
Menominee, Mich. 
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RADIO 





Radiola Model 515, a 6-tube, 2-band in- 
strument, is housed in a modern style 
wood cabinet. It has two built-in an- 
tennas (domestic and foreign recep- 
tion), one stage of R-F amplification, 
2-point tone control, automatic volume 
control, and plug-in and switch for 
phonograph attachment. RCA Mfg. 
Co., Inc., Camden, N. J. 
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ATTIC FAN RUBBER COVERED POWER CABLES e BUILDING WIRE 


CRESCENT 


meets the emergency 
which demands 
MORE SPEED— 


MORE POWER 
for 


DEFENSE 


CRESCENT has been working night and 


day, meeting defense needs as well as 


BARE WIRE 





a 
AVS GAINONUV 


‘Coolvent" belt drive attic fan has 
three blades, available in sizes 24-54 in. 
Autovent Fan and Blower Co., 1817-21 
N. Kostner Ave., Chicago, Ill. 
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REFLECTOR 





SaQuoOo ATIXaTA 


keeping up with the demands of normal 
business. Every man is at his post—put- 
ting his utmost efforts into producing the 
finest wire and cable we know of—helped 


by over 50 years 


Hexagonal shape reflector for infra-red 
baking, Model "QR," makes it possible 
to "nest" reflectors closely in multiple 
assembly installation. Measures 10!/4 in. 
in diameter, is available in single units 
or multiple assemblies. Model "QM" 
measures 7% in. in diameter. Fostoria 
Pressed Steel Corp., Fostoria, Ohio. 
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DIFFUSING STRIPS 


of knowing how. 


RUBBER POWER 
CABLES 


SIGNAL CABLES 
CONTROL CABLES 


VARNISHED 
CAMBRIC CABLES 


PORTABLE CABLES 
PARKWAY CABLES 


BUILDING WIRES 
and CABLES 





SZ IAVS AVMMAUVd GNV GASVYINA GvatT 











CRESCENT INSULATED WIRE & CABLE CO. 


CRESCENT 


WIRE and CABLE 


Factory: TRENTON, N. J.— Stocks in Principal Cities 


a onneinianrccasinnn 


P-F.C diffusing strips reduce fluorescent 
lamp brightness, yet transmit light 
readily. For use with T-12 (I'/2 in.) 
lamps, strips are made in 12 in. and 24 
n. lengths of plastic in white, pink or 
yellow. Held on lamps with clamps 
that snap on or off. Edwin F. Guth Co., 
St. Louis, Mo. 
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SIMGWVS GAHSINUVA 


Jobber Co-Operation — A Permanent Policy 
PU WGeELGLLUs | CRESCENT ENDURITE SUPER - AGING INSULATION 
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» NOW... 


& 

: Fluorescent Fixtures by Faries 
Bringing NEW Selling Advantages 
i. 
= 
& 
: 


- VERTICAL and HORIZONTAL 
EFFECTIVE SCREENING 
HIGH LIGHT OUTPUT 
MAXIMUM EYE EASE 


Light Distribution 








SSEERMSDEER NDE MIDE DEER | GSK AROCE AD 


PATENTS 
APPLIED FOR 


Fixtures Available for a 





Wide Range of Commercial and 
Industrial Installations .. . 


Here you are—equipped to offer buyers a lot 
MORE for their money—in the NEW FARIES 
They're ENGINEERED 


and DESIGNED for maximum vertical and hori- 


Fluorescent Fixtures. 


distribution. The new 





zontal light principle 





incorporated in this fixture provides freedom from 


*E.T.L. No. 11388 


naked intensity or excessive shielding found in 


ordinary fluorescent fixtures on the market. Test installations prove 


this fixture to be one of the most efficient on the market today. 


Illustrated is No. 3117. 


Other commercial and industrial fixtures also available. 


FARIES MFG. CO., 1006 E. Grand Ave., Decatur, III. 


Also S. ROBERT SCHWARTZ DIV. 


Xf GB Take Advantage of the Full Line of FARIES 
Fluorescent Lamps for These Many Uses 


Desk Lamps 
Stenographer Lamps 


« 

& Executive Desk Lamps 
sg Machine Lights 

: 


Mantel Reflector 
Lamps 
Band Stand Lamps 


Indirect Torchiers 
Bed Lamps 

Pulpit Lamps 
Spinet Piano Lamps 
Manicurist Lamps 
Music Lamps 


Fioor Lamps 
Bench Lights 
Color-Matching Lamps 


Bulletin Board Lamps 


Picture Reflector 
Lamps 


PDC ADCGK MDVD MDAC OCHO RIDE | 
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Can be supplied in both ceiling and suspension type. 


“s | 
| 
| 
Piano Lamps 3 
Library Lamps % | 


FLUORESCENT FIXTURE—————- 











Fluorescent lighting fixture, Model No. 
2026, employs two 100-watt T-17 tubes 
is designed for large-area, high intensity 


lighting. Operating equipment includes 
two-lamp high power factor ballast, 
stroboscopic corrected, with built-in 
starting compensator. Mitchell Mfg. 
Co., Chicago, Ill. 
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PHOTO ENLARGER LAMP 






f 


Rated at 50-100-150 watts, the new 
“three-lite’’ photo enlarger lamp is the 
size of a 50-watt bulb, and contains two 
filaments. Either or both filaments can 
be turned on; thus providing additional 
light as needed. Has three-contact 
medium screw base. Westinghouse 


Elec. & Mfg. Co., East Pittsburgh. 
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AIR CIRCULATOR 








Oscillating type fan in pedestal, counter, 
ceiling and wall types. Sizes, 18", 20", 
24", 30". Motors, in chrome housing, 
are 1140 R.P.M. or 1140/860 R.P.M. 
Gear-type oscillating mechanism. Pat- 
ented clutch mechanism prevents bind- 
ing of motor or gears under adverse 
conditions. Can be used non-oscillating 
if desired. Circulators & Devices Mfg. 
Corp., 100 Prince St., New York, N. Y. 
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AIR CIRCULATOR FAN 


























Chrome plated blade air circulator fan 


blade, is 
at 4 ft. 
Fan head- 
ing is of adjustable tilting type and can 


has 24-in. broad-wing type 
rated to deliver 6400 c.f.m. 
Powered with 2-speed motor. 


be used in horizontal or vertical posi- 
tion. Dayton Electric Mfg. Co., 511 S. 
Green St., Chicago. 


wren vu’? WHOLESALER’S SALESMAN 


SWITCH 








Manually operated switch for fluores- 
cent lamps, made for the single lamp 
design, measures 13 in. by I'/g_ by 
1-1/16 in. Line circuit is first closed 
sending current to starting filament, fila- 
and the 
the arc 


ment circuit is then broken, 
switch being in "on" position, 
is then formed in the lamp. 


Electric Co., Bellwood, Ill. 
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FLOODLIGHT 


Jefferson 








Birdseye Floodlite is designed for gen- 
eral lighting purposes, for use in appli- 


cations requiring intense illumination. 
Made in the short bulb in 4 sizes and 4 
voltages from 100 to 300 watts and 110 


125 v. Birdseye Lamp Sales Div., Wa- 
bash Appliance Corp., 335 Carroll St., 
Brooklyn, N. Y. 
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The Quality Chime Line That Has Everything 


see ieaenieemeatiaeitiitihamaiinemn aii ee 


® GOLDEN TONE 
® BIG VALUES 


® NATIONAL ADVERTISING 


A STRICT SALES POLICY 


@ SMART STYLING 
@ EXCLUSIVE FEATURES 


PLUS 


® DEALER HELPS, ETC. 


That Protects Your Interests! 


CAMBRIDGE “3” 
—Three notes front 
door—I note rear. 
Beautiful plastic 
housing brushed 
brass tubes. Exclu- 
sive Rittenhouse 
"Sealed Timer.” 
Moderately priced 
at $14.95. 


CAMBRIDGE “4” 
—Four notes front 
door—1 note rear. 
Beautiful plastic 
housing brushed 
brass tubes. Exclu- 
sive Rittenhouse 
“Sealed Timer."’ 
Moderately priced 
ot $19.95. 




















BEVERLY—A 4-note 
chime at $9.95. A value 
never before offered for 
less than $20.00. 


WINDSOR — 2 notes 
front—1 note rear. Brushed 
brass resonator tubes with 
ivory plastic housing. A 
fast seller at $3.95. 








EMBASSY — 6 
notes front door... 
2 notes rear, plus 
single note maid's 
call. Rich plastic 


, housing. Night light 


with cord pull switch. 
The finest in chimes 


ot $25.00. 











AMBASSADOR—8 
notes front door... 
2 notes rear, plus 
single note maid's 


call. Rich plastic 
housing. Night light 
with cord pull switch. 
The finest in chimes 
ot $29.50. 


Sales gues show that Rittenhouse a and dealers are “tending 


@ and making bi igser profits by pushin 


re is a definite demand for Rittenhous 


e Qual 


uality ra ee of price. 
uality Chimes in every 


locality because “they're a lot of chime for the money.” They've got 
everything—golden tone, smart styling, superb construction, exclusive 
mechanical features. Famous movie and radio stars select Rittenhouse 
Chimes for their homes. Prominent builders and electrical contractors 
are specifying them for new homes. e Rittenhouse Chimes are backed 
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Rittenhouse 





ya complete merchandising plan of consistent national advertising, 
'@ promotions, folders, window and counter displa 
ids, newspaper mats, etc. @ Stock 

“pay off at the cash register. « Write for.cata of jest models. re 


E A. E. RITTENHOUSE CO,, Inc., WS-3, Homeoye 


s, Sosreneee™ 
vality C 


himes. 














EXHAUST FAN 








Belt-driven industrial fan, Type IND, is 
equipped with efficient ball bearing mo- 
or, heavy duty die stamped blades. All 
steel construction. New protruding orifice 
designed to give greater air delivery. 
Unit is light in weight, easily installed. 
Fan carries five-year guarantee. Chelsea 


Fan & Blower Co., Inc., Irvington, N. J. 
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OUTLET 





—provides brilliant illumination for protective 
floodlighting of industrial properties; for park- 
ing spaces, athletic fields, gasoline service sta- 
tions, and other large areas where a uniform, 
high intensity of illumination is desired. 


Bakelite double convenience outlet, cat. 
No. 739, is equipped with pin type wire 


SEAMLESS CONSTRUCTION 


This floodlight is formed from one piece 
of metal, without seams of any kind. Not 
only have mechanical construction and 
design been improved, but the already 
high efficiency of the No. 90 has also 
been increased. With permanent porce- 


rugged, ready to deliver efficient service 
for years to come. 

The new No. 90 Floodlight is equipped 
with cast aluminum ventilated hood for 
pole or bracket mounting, and accom- 
modates lamps of from 750 to 1500 watts. 


Available also for mercury or Bipost 


terminals. Easily attached, designed to 
eliminate necessity of skinning wires. 
Available in brown or ivory. Eagle Elec- 
tric Mfg. Co., Brooklyn, N. Y. 
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FLUORESCENT FIXTURE 


lamp operation. Catalog sheets on request. 


lain enamel finish, it is weather-proof, 


GOODRIC LIGHTING 


The Goodrich line covers the complete range of industrial lighting 
equipment, including all RLM-approved fixtures, fluorescent fix- 
tures, etc., as well as many exclusive designs. Literature is available 
on all Goodrich fixtures. 








Panalex", a complete fluorescent fix- 
ture of modern design for use in fine 
shops, offices, etc., utilizes Louverglas, 
which diffuses “glare” light. This fixture 


will accommodate four 40-watt fluores- 
cent lamps, is equipped with high 
power factor Tulamp auxiliaries, and is 
constructed so that relamping is easy. 
ELECTRIC COMPANY 
7; 3 


SOLD ONLY THROUGH ELECTRICAL WHOLESALERS 


The Miller Co., Meriden, Conn. 
Re meee > eo ey eee ss ['§ eA 


When writing ’ 
GENERAL OFFICES AND FACTORY: 4610 BELLE PLAINE AVENUE, CHICAGO, ILL. | mention WHOLESALER’S SALESMAN 
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TOASTER 


Fully automatic pop-up toaster, model 
T76, handles one or two slices equally 
well, affords wide choice of browning. 
Control lever keeps toast warm in ‘wells 
until needed. Mica-insulated, nickel-chro- 
mium heating units, heavy silver switch 
contacts. A.C. or D.C. General Electric 
Co., Bridgeport, Conn. 
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GRAVITY FEED OILER 








Visible, oiler is intended for all applica- 
tions of gravity feed type oilers where 
dust-proof feature is desirable. Has one 
hundred mesh brass screen and felt 
filter, unbreakable bottle, cadmium 
plated metal parts, accurate needle 
valve, is 50 per cent lighter in weight. 
Delivers predetermined number of drops 
of oil per minute by adjustment of 
needle valve. Trico Fuse Mfg. Co., 2948 
N. 5th St., Milwaukee, Wis. 
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CONTACTOR _— 





Especially developed for small diameter 
wires, electrical pressure connector, type 
KPA, features one-piece assembly, high 
conductivity, compactness and ease of 
installation. Sliding pressure grip pre- 
vents damage to conductor as result of 
screw rotation. Burndy Engineering Co., 


ioc, ©. F.C. 
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Backed by approval of leading laboratories and built 
to conform to the high standards set by Chicago 
Transformer itself, Chicago approved Ballasts are an 
assurance of better fluorescent lamp performance 
—a guarantee of customer satisfaction. Laboratory 
tests against standard reactors for heat tolerances, 
Watt delivery control, hum requirements, starting 
time ... and for wave shape tolerances to.minimize 
radiointerference, are all aimed at creating satisfied 
customers for you when Chicago ballasts are used in 
installations. Illustrated are double 4Qand starting 
compensator certified by E.T.L. Other numbers will 
be certified as produced. Write for new price list 
























The 


“AUTOPHONE”’ 
SYSTEM 


of 
AUTOMATIC 
TELEPHONES 


Designed for Industrial Plants, 

Offices, Institutions and other 
Buildings where speedy and 

efficient communication is re- 

quired. 

© 30 and 50 line switchboards 

® Completely Automatic 

® Quick Dialing 

e Secrecy 

® Code Call & Conference 
Service 

® Low Cost Installation 

© No Batteries 


Write for Bulletin 108E 


5S. H. COUCH COMPANY, INC. 


NORTH QUINCY, MASS 


Sales Offices in Principal Cities 


Established 1894 


Manufacturers of 
Private Telephones, Fire Alarms 
Bells, Code Call, Apartment Mail 
Boxes, Blake Staples 











HEATER — 


PT 
g 


“Hon nigeini 


} 


. 


Electric heater for auxiliary use in hard 
to heat rooms is designed to create uni- 
form room temperature by forced con- 
vection and evenly distributed reflec- 
tion. Rotating reflector covers 35 de- 
gree arc while fan in base of heater 
warms and circulates air. Knapp-Mon- 
arch Co., St. Louis. 
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JET PUMP MOTOR 








Fractional-horsepower capacitor-motor for 
jet pumps is available in sizes from 1/6 
to | h.p., 3450 r.p.m. Through ventilation 
and built-in capacitor in the end shield 
are special design features of the motor. 
Cast aluminum rotor, ball bearings suit- 
able for vertical operation and thermal 
overload protection. General Electric 


Co., Schenectady, N. Y. 
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GLUE HEATER 





















Electric water jacket glue heater pro- 
vides for 8 one-gallon glue pots set into 
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a water jacket measuring 44!/2 in. long 
by 22!/g in. wide. Glue temperature 
maintained between 140 and 150 d 
grees F. by thermostatic control. Ava 
able in various numbers and capacities 
of pots. Vulcan Electric Co., 600 Broad 
St., Lynn, Mass. 
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RECHARGEABLE BATTERY 
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Small rechargeable flashlight battery fits 
popular 2-cell size D flashlight cases, is 
spill-proof and weather-proof. Easily re- 
charged by small transformer from light 
socket. Especially designed to supply 
powerful, steady light output for plant 
maintenance men, repairmen, policemen, 







railroad companies, airplane pilots. Ideal 
Commutator Dresser Co., Sycamore, Ill. 
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RHEOSTAT 

















































































Type F-500 watt rheostat for applica- 
tions such as motor speed control, 
generator field control, lamp dimming 
electronic tube control is available 
with tapered windings, special shafts, 
built in off position, tandem assemblies, 
perforated metal enclosures, etc. Metal- 
porcelain-vitreous enamel construction. 
Hardwick-Hindle, Inc., 40 Hermon St. 
Newark, N. J. 
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(Continued from page 20) 


ling will include the district sales 
fices and warehouse, display rooms 
offices of Wesco, and the Com- 
v’s lamp, X-ray and merchandising 
sions. 
\lso, land has been bought for a 
building which will consolidate 
under one roof all of Westinghouse 
subsidiary company activities in 
Francisco. Plans will be 
ted and building will start late 


T 


News of 
Manufacturers Reps 


John W. Clarke Company is the 
Roller-Smith representative for 
the Chicago territory, covering the 
wthern half of Illinois, northern 
Indiana, Wisconsin and eastern lowa. 
The new Electrical Manufacturer's 
Representative Club of Syracuse held 
its inaugural meeting on January 31st. 
\rthur H. Poole of Jefferson Electric 
o. was elected president, Stanton J. 
Litz of Bryant, vice president, and 7. 
Floyd Green of Westinghouse Lamp 
Division, secretary and treasurer. 


To Promote. Rural Sales 


\iming at an estimated $120,000,000 
ral market for appliances in 1941, 
‘farm sales section of G.E.’s appli- 
nce and merchandise department is 
launching an aggressive promotion 
ram for this year. 
The 68 page illustrated appliance 
talog “General Electric on the 
m,” participation in the REA 
Farm Equipment tour, spot broadcast 
rds, postal card mailing pieces, 
exhibits at county and state fairs, are 
ll part of the program. 


IN THE OFFICE just long enough 
to get the go-ahead signal from credit 
manager Jack Fink, center, are Har- 
old Bennett, fluorescent specialist, and 
/ouis Elkins, general salesman. All 
ure with Efengee Electrical Supply, 
Chicago. 
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No. 252-R—TWO GANG BOX 


Two gang adjustable Floor Box has 
No. 208 Receptacle in one section. 
One cover plate contains 1.” Flush 
Brass Plug, the other a 2” Flush 
Brass Plug. 


No. 110 NON-ADJUSTABLE 
WATERTIGHT FLOOR BOX 


Cut-a-way view shows how tz 


Ap- 


ered unit receptacle fits tapered 
opening in top of box body. The 
latest in design, appearance, and 


simplicity of installation. 


LATROBE 


--s- LEADS YOU TO MORE 
FLOOR BOX and WIRING 
SPECIALTY SALES! 


Now, . . . when defense contracts and stepped up indus- 
trial building are creating a greater demand for floor 
boxes and wiring specialties . . . is the time to place your 
sales effort behind a line that will bring you more sales 
and profits now, as well as later-—LATROBE. Built to 
high standards of quality . . . designed to save on instal- 
lation time . . . flexible as to use . . . safe and long-lived 
in operation, the complete LATROBE line will assure 
you of satisfied customers. In a word, there’s no better 
way of insuring steady, ever increasing floor box and 
wiring specialties sales than by pushing the sale of LAT- 
ROBE products . . . and this fact is especially important 
under the existing conditions. Sel] LATROBE .. . it 
will pay now, and in the future. A letter to us will 
bring our complete price and product list . . . also a 
copy of our distributor plan. Write for them all today! 


FULLMAN MANUFACTURING CO. 


LATROBE ee oe eo PENNA. 


480 ''BULLDOG"' ARMORED CABLE 
SUPPORT 


A light weight, strong, clamp for supporting 
or hanging cable. Permits hanging from any 
angle. The easiest and most economical method 
of temporarily or permanently installing arm- 
ored cable in buildings of steel construction. 


ae eS 


No. 285 DOUBLE DUPLEX 
RECEPTACLE NOZZLE 
Attractive, compact, easy to 
install. Shown here with No. 

200 cover plate. 


—_ 












The MOST COMPLETE 


LINE OF 








Parallel and 90° taps—and com- 
binations—for the widest variety of 
applications. For conductor sizes up 
to 1,000,000 CM. 

Now you can select from a really 
complete line of standard and 
special taps. Carefully designed— 
made right—and giving excellent 
service to all classes of users. 














BVI 


Gutter 
Tap with 
Bakelite 
Cover. Insulating covers can be fur- 
nished for all types of Penn-Union 
Cable Taps 












2-Way Gutter 
Tap; main 
and branch 
silzes 8 to 
1.000, 000, 














































Two Separate Parallel Taps to a con- 
tinuous main conductor. 












( om bination 
Cable Tap; 
one branch 
tap parallel 
to main, and 
one at 90°, 












And many more 
—write for the 
PENN - UNION 
Catalog. 




















The Most 
Complete line of Service Connectors 
Terminals—and thousands of other 
fittings, for all requirements. 
Penn-Union is the choice of lead- 
ing utilities, “industrials,” and man- 
ufacturers of electrical equipment. 




















Sold by Leading Jobbers 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


ed 


Conductor Fittings 





















































"That new attic fan is swell for the kids, too" 









New Distributors 
For G.E. Lines 


Crescent Electric Supply Co. with 
offices in Sioux City, Ia. and Sioux 
Falls, S. D., will handle G.E. appli- 
ance lines, automotive products, wires 
and cables, insulating and wiring ma- 
terials 

Appointed distributor for G.E. fans, 
Hall Hardware Co., Minneapolis will 
continue to handle cleaners, clocks, 
heating devices and wiring materials. 

Hibbard, Spencer, Bartlett and Co., 
Chicago has been appointed distributor 
for G.E. fans, will continue with clocks 
and heating devices. 

The G.E. fan line has been added 
by Eoff Electric Co., Salem, Ore., 
while the company continues with cer- 
tain appliances, wires and cables, in- 
sulating and wiring materials. 

\ppointed distributors for G.E. 
heating devices, are L. Luria and 
Son, Inc., New York and Boas Ha- 
towski and Sons, Ltd., Chicago. 

Discontinuing wholesale distribu- 
tion of G.E. automotive products, The 
Universal Electric Co., Peoria, IIl. 
will continue to distribute cleaners, 
clocks, fans, heating devices, wires and 
cables, insulating and wiring materials. 

O’Bannon Brothers, Little Rock, 
\rk., take on certain appliance lines 
in addition to others which they 
already carry. 

New distributors for fans, sun lamps 
and heating devices are Brown Supply 
Co., St. Louis 

Fans are a new G.E. line for Lehr 
Auto and Electrical Supply. They 
have been handling clocks and heating 


dev ices, 





Westinghouse to Build 
Fluorescent Lamp Plant 


Construction o 


Westinghouse’s n¢ 
e devoted exclusively to 
uled to start immediately at Fairmo 
W. Va. The plant will 
employed, when operations start 


50,000 units per day and an estimated 
peak output of 200,000 units. 


Chicago Wholesalers Help 
Plan Fluorescent Code 


CHICAG( ).. 9 order 
in formulating a code for 


o have a voic 


and their lighting speciali 
the meeting of the Illinois chapter 
International lati . El 
The meeting to discuss rules regard 
1eld at the Hotel S| 


cussions were presided 
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ot, acting chief inspector of the 

of Chicago. 

\lthough much was accomplished, 

e are to be additional meetings, 

‘n it is hoped that a definite city 

e will be established. As the Illi- 
inspectors are working with the 
Inderwriters Laboratories, it is 

ught that the code may 
national in scope. 


become 


Organize Infra-Red Group 


Recognizing the need for educa- 
tional activity in connection with infra- 
red equipment, the Electrical Associa- 
tion of Philadelphia has taken steps 
to provide it by organization of a 
group under that heading. 

\t the first meeting of the group, 
held recently, plans were made for an 
educational and promotional program. 


Big Fluorescent Order 


\ record breaking order has been 
placed for thirty-five thousand West- 
inghouse fluorescent lamps. They will 
help speed defense production in a new 
plant of the Vega Airplane Co. at 
Burbank, Calif. 

lhe lamps are all of the 48 in., 40 
watt type. Two-lamp ballasts are be- 
ing used to correct power factor and 
minimize the stroboscopic effect. Man- 
ufacturing and assembling floors will 
be illuminated at an average intensity 
f 45 foot-candles on a working plane 
3 feet above the floor, general offices 
will be lighted at 35 foot candles. 
Open-end porcelain RLM-type fix- 

are being mounted in parallel 
ws 84 feet apart, 40 ft. above the 
ior in the manufacturing and assem- 
bling departments and the fabrication 


t10n,. 


} 
4] 


Much Interest in 
Lighting Exhibit 


PHILADELPHIA — With 
ekday nights booked far in advance, 
lighting exhibit of the Electric As- 
‘iation of Philadelphia chalked up a 
per cent increase in attendance 
ring the early increase of part of 
41. Recent additions to the exhibit 
ve been infra-red drying units in the 
lustrial Room, commercial and in- 
istrial fluorescent units, and fluores- 
nt lighting of display cases in the 
sociation’s model store. 


CANADIAN 
NEWS 


To Talk Merchandising 


VANCOUVER, B. C. — Electrical 
wholesalers, dealers and contractors, 
manufacturers, plumbing and heating 
contractors and hardware and furni- 
ture dealers will get together at the 
annual merchandising meet which is 
held under the auspices of the Home 
Appliance Council of the Electrical 
Service League of British Columbia. 


Attractive Lamp Display 


VANCOUVER, B. C.— The new 
quarters of the Hickman Tye Hard- 
ware Co., Ltd. include an attractive 
lamp showroom. An entire side of the 
100m is occupied by three tiers of 
shadow boxes each measuring two feet 
square. They permit complete isola- 
tion of each unit as well as an overall 
view from a distance. The ceiling of 
the showroom is hung with racks from 
which central fixtures are displayed. 
Wall fixtures are mounted at one end. 


War Charities 


VANCOUVER, B. C.—Members of 
the Vancouver Electrical Association 
were joined by representatives of the 
utility, manufacturers’ branches, 
wholesalers and appliance dealers’ di- 
visions of the trade at the annual 
dance of the Association held recently. 
All proceeds of the event were donated 
to war charities. 


JOINS EAGLE. Jules J. Dreyfuss, 
who has spent more than 30 years in 
the electrical business. is now with 
Eagle Electric Mfg. Co. as director 
of sales. Mr. Dreyfuss was sales man- 


ager of Marks Products Corp. 
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A DUPLEX 
WEATHERPROOF 
RECEPTACLE 
for Single Gang 
Installation 


Cat. No. 4527 


Constant tension 
contacts — .060” 
plates with baked- 
on aluminum finish 
— sealed with cover 
and plate gasket. 


A thoroughly 
weatherproof in- 
stallation in one- 
half the space usu- 
ally required. 


Catalog on Request 


Pass & Seymour, Inc. 
SYRACUSE, N. Y. 














MIDGET 


TRIPLOC 


















A new line of plugs and receptacles, small- 
er, lighter weight, yet retaining many heavy 
duty features of the regular Triploc line. 


PYLETS 
.. the improved heavy duty conduit fittings 
Standard and Explosion-proof types 


PLUGS AND RECEPTACLES 
VAPORTIGHT FIXTURES 
FLOODLIGHT PROJECTORS 
AIRPORT LIGHTING EQUIPMENT 
= 


Write for bulletins 


THE PYLE-NATIONAL 


COMPANY 
1344 North Kostner Avenue 
CHICAGO, ILLINOIS 





































FL SC@O 






SOLDERLESS CONNECTORS 





HAVE YOU TRIED 
The New Ilsco Lugs? 











BUILT FOR OVERLOADS! 


The new design—as passed 
by the Underwriters’ Labo- 
ratories May 1, 1940. 
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: : MAIL : 
: GENTLEMEN COUPON : 
3 SEND ME new Catalog & Sample TODAY : 
! : Na 
s Firm 
s Ada 
: City and State 

















ILSCO COPPER TUBE 




















aND PRODUCTS, inc. 


5629 MADISON ROAD -—--— CIN.,O. 











MEN ON 


THE MOVE 





New appliance sales manager of 
G. E. Supply at Nashville, is T. M. 
Harris. W. A. Patrick will take over 
his operating duties as district service 
manager 





Now occupying position left vacant 
by the death of old-timer John Remes, 
is Roy Wright. He will be stock 
maintenance manager at Graybar’s 
Chicago headquarters. 


New lamp and lighting manager in 
the East Central District of Westing- 
house Electric Supply Co., H. W. 
Braun will headquarter at Pittsburgh. 


J. N. Roos of Electrical Supply Co. 
New Orleans, has been made manager 
of city and country sales depts. H. F. 
Schmidt becomes director of  pur- 
chases; Mr. Scheffer is now purchas- 
ing agent and Mr. Melville advances 
to assistant sales manager. 


New merchandise supervisor for the 
Davenport, lIa., office of Wesco is 
N. A. Hjelte. He moves from a simi- 
lar post in Chicago. W. R. Groves, 
merchandising supervisor of the Chi- 
cago office, has been transferred to 
Omaha, Nebr., to carry on for Wesco 
in a similar capacity there. 


Albert Gier, who has been doing the 
buying for Shepherd Electric, Balti- 
more, is now on the sales force. His 
work has been taken over by William 
Dess 


Promoted to district supply sales 
manager in charge of the southeastern 
district of G.E. Supply, J. N. Crevasse 
will headquarter in Atlanta. H. B. Zim- 
merman will take over his former job 
as Jacksonville branch manager, while 
Zimmerman’s job as_ branch 
sales manager will be 


F. C. Elwes. 


supply 
handled by 


Raymond Curry has returned to the 
sales staff of Electrical Distributing 


>] 
Co., of Baltimore 


H. fs Hanbury was recently pro- 
moted to metropolitan New York 
manager of Westinghouse Lamp Di- 
vision. His former duties as manager 


of the Newark district are being 
handled by R. H. Jewell. 
B. S. Bowe takes over the job ot 


nanager ot department store sales of 
the G.E. Appliance and 
Department at 


Merchandise 
Bridgeport He has 
company 1909, 
post from the man 
agership of appliance sales in the St. 
Louis territ 


been with the since 


moving to this 


ory 
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VICE PRESIDENT of Hygrade Syl- 
vania Corp., F. J. Healy, who is also 


a director of the corporation, was 
elected to this position at a recent 
board meeting. Mr. Healy has been 
with the organization since 1917. As 
vice president he continues as general 
manager of the Lamp Division with 
headquarters at Salem, Mass. 





O. J. Jochman has been transferred 
from Peoria to Chicago by Graybar. 
A service man with the Peoria house, 
Jochman continues in the same work 


Charles M. Shreck and A. F. Glaser 
are two new men on the Revere Electric 
Supply Co.’s salgs staff in Chicago. Both 
will specialize on industrials. Glaser was 
formerly with the Public Service Co. of 
Northern Illinois and Shreck with the 
Shreck Electric Co. of Omaha. 


MORE FACTS 


ON PRODUCTS 





Drying Lamps — Recently published 
12-page booklet of Westinghouse Lan} 
Division, Bloomfield, N. J., 


line of drying lamps tor 


covering 
industrial use, 
contains fundamentals of radiant heat 
together with installation photographs 


and application data. 


Fans—A 28 page catalog comes fron 
the Signal Electric Mfg. Co., Menomi- 
nee, Mich. It shows the 1941 fan line 
1 desk, pedestal, vent, exhaust, aif 
irculator fans and automatic shutters 


Fans—Bulletin FU-41, a 20 page fan 
catalog and dealer sales manual issued 
by Wagner Electric Corp., St. Louis, 
Mo., contains sales and application data 
in addition to illustrating and describ- 
ing the line of Wagner cooling and 
ventilating equipment for 1941. 




















SELL PARAGON 


AND 


o) ot a LO) 4 = 


Series 300 


YOU CAN do it because Paragon 
Series 300 Time Switches offer many 
advantages not found elsewhere in 
the low priced field . . . for example: 
(a) only $13.00 list, (b) liberal mar- 
gins (c) widely advertised nationally, 
(d) only two exposed gears—others 
sealed in oil, (e) dust proof, (f) 
guaranteed at 20° below zero, (g) 
approved by the Underwriters, (h) 
highest type modern design and con- 
struction. Send for details. 


PARAGON ELECTRIC COMPANY 


ders since 1905 


403 SO. DEARBORN | STREET, CHICAGO, ILLINOIS 


nstrumeonts 


|Co., Bellwood, IIl., on 











HERWIG 


FIXTURES 


are easy to sell as they are in demand for 
all kinds of buildings and are specified by 
leading Architects and United States 
Government. 


OVER THIRTY YEARS’ EXPERIENCE 


OUT-DOOR 
~ ITING FIXTURES 
Apartment By —— 
Public Building 


Li, Bungalows 
a= hurches 
ne hools 
ete rages 


3! "y, 


> 
NS ‘ ountry Clubs 
‘arehouses 


ss side nc es 


A FIXTURE FOR EVERY 
OUTDOOR PURPOSE 


Send for our 
CATALOGUE NO. 40 
with NEW SUPPLEMENT 
and REVISED PRICE LIST 
200 Illustrations 


The 
Herwig Company 


MANUFACTURERS 
Established 1908 


1753-59 Sedgwick Street 
Chicago, Illinois, U.S. A. 


scriptions, 





Tools—No. 61 High Fre 

quency Electric Tool Catalog shows 
19 new models made by Independent 
Pneumatic Tool Co., 600 W. Jackson 
Blvd., Chicago, and gives full specffi 

cations on all Thor high frequency | 
electric 


Electric 


tools. 


Electrical Feeder 
Electric Products Co., 
published Bulletin 407 describing In- 
dustrial Trol-E-Duct, a system to pro- | 
vide current for portable electric tools | 
or other moving loads. Applications, | 
design and construction details, instal 

lation instructions and other pertinent 
data are included. 


-Bull Dog | 
Detroit, has 


System 


Fluorescent—Illustrated catalog No 
FL-3 by The Wiremold Co., Hartford, 
Conn., describes and specifies fluores 
cent lighting equipment for commercial 
use. Photographs and diagrams show 
typical installation practices. 


| 
Fluorescent Accessories—Bulletin No. | 
Electric | 
| service qualities. 
Data on | 
wiring diagrams, | 


411-FL comes from Jefferson 
electric bal- 
lasts for fluorescent lamps. 
ballasts, dimensions, 
and other pertinent 


given. 


information is 


At left—split tinned 
cable sleeves. Center— 
The Figure Eight, seam- 
less. Below—the Seam- 
less Oval. 





SPLICING SLEEVES 


Sherman Sleeves are widely 
known for their splendid 
They a-:e 
seamless, free from burrs, and 
made only of finest materials. 


| Write for Bul- 


| letin 20, or let 


Fluorescent Starters—lIllustrated leaf- 
let distributed by Hygrade Sylvania 
Lamp Div., Salem, Mass., outlines 10 
features of Mirastat fluorescent lamp 
starter, describes operating principle. 


Glow Lamps—Catalog sheet No. Y-| 
0251 gives essential facts about G.E.’s 
line of clear and sprayed glow lamps, 
lists technical data, illustrates and de- 
scribes typical applications. Nela Spe- 
cialty Division, G. E. Lamp Dept., 410 
Eighth St., Hoboken, N. Y. 


System — De- 
illustrations and architects 
specifications comprise bulletin No. 108 
by S. H. Couch Co, Inc, North 
Quincy, Mass., covering their new 
“Autophone” automatic tele- 
phones. 


Inter - communicating 


system of 


Portable Electric Tools—The Black & 
Decker Mfg. Co., Towson, Md., has 
released a 60-page catalog, 
with index, fully describing and illus 
trating its line of portable electric 
tools. Specifications and prices are in 


cluded. 


complete 


Reflectors—A 112 page catalog, No. 40, 
published by Pittsburgh Reflector Co., 
Pittsburgh gives pertinent data on Per 
maflectors, Permaflector 
fluorescent equipment and 
in the 


accessories, 
ther items 
company’s line 


Transformers—A good looking binder 
is designed to hold folders concerning | 
history, personnel, manufacturing fa- | 
cilities and products of Chicago Trans- | 
former Corp., Chicago. It is designed | 
to accommodate new sheets as they are | 
issued. 
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us send you 
free samples. 


It is significant that 
TRICO PRODUCTS 
should be selected by 
the U. S. Government 
in connection with the 
National Defense 
Program. The best is 
none too good, es- 
pecially when our 
lives are endangered. & 
. 
Remember, too, 


TRICO'S | established 
policy of dealing 
“Thru the Whole- 
saler’’ assures you a 
maximum volume of 


Bil.. &) — year after 
(ns IT PAYS TO 
‘n PUSH TRICO 


TRICO FUSE MFG. CO., Milwaukee, Wis. 


in Canoda: IRVING SMITH LIMITED, Montreal 











INDUSTRIAL WIRING 
Is Going On 
SRT eS | 





2 


B&D CLEATS 


An increasing use of B&D Cleats en new in- 
dustrial wiring jobs bears proof to the old 
adage of “Survival of the Fittest’. Used for 
more than forty years, the safety of industrial 
jobs wired with open cables supported by | 
porcelain B&D Cleats, especially for overhead | 
spans, has been proved by generations of | 
trouble-free service. The economy of this sys- 
tem of wiring is a matter of record. In addi- 
tion your contractors get ready accessibility, 
ease of making extensions, alterations, tapping 
branch or feeder lines—and ease of inspec- 
tion, the entire system being in plain sight. | 
To top it all he gets a system with increased | 
heat dissipation, and, therefore, greater cur- 
rent carrying capacity. 


_ Push B&D Cleats for industrial wiring to 
increase your sales of porcelain insulators. 


PORCELAIN PRODUCTS, INC. 


FINDLAY, OHIO 


ee 














FAST SELLERS 





Thousands of IDEAL “Wire. 

Nuts” are being sold every 

day, BECAUSE— 

@ Make better Wire Joints— | 
Faster. | 


@ No Solder, No Tape, No 
Torch. 


@ Better Electrically — 
Stronger Mechanically. 


® Not affected by heat, cold 
or moisture. | 


® Make craftsmanlike job. 
@® Fully Approved. 





1. Strip Wires— 
2. Screw On— 
3. THAT'S ALL! 


MILLIONS IN USE! 
Sell IDEAL For VOLUME 


JOIST CABLE 
BORER said UPPER 
Soe SWITCH BOX 

SUPPORTS 
a 






Rs 





WIRE-NUT 


} es 

| = «a 
—— ee. 

L Nwine STRIPPER PISHTAPE REEL sno PULLER a 


Bx ARMOR CUTTER 
OTHER IDEAL MONEY MAKERS 


— 


FUSE REDUCER 





ee 


) FUSE PULLER 


) CLIP 
ee _TEST-LITE ano FUSE PULLER CLAMP 


SOLD THROUGH JOBBERS| 
Ideal Commutator Dresser Company. 


1047 Park Avenue Sycamore, IItinois 
“OFFICES IN ALL PRINCIPAL CITIES” 


74 


| 
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NEW PROFITS FOR YOU! 
With NALCO DRITHERM 
CARBON LAMPS for 


INFRA-RED RAY DRYING 


Get ready to meet industry’s demands 
for radiant energy heating and drying 
by featuring Nalco Dritherm Carbon 
Lamps. Ideal for drying synthetics, 
ink, film, textiles, blue prints, paper 
and paper products, latex, etc. Get 
your full share of this new prof- 
itable business. Write today. 


NORTH AMERICAN 
ELECTRIC LAMP CO. 


» 1034 Tyler Street St. Louis, Mo. 


SF FA S 
Ab ws Cys Cony S 

















FUSES 


THE COLOR TELLS THE Siz 


FIRST THEY EYE ‘EM 
THEN THEY BUY ‘EM 


The variety of colors—2-color car- 
tons and 7-color display box attract 


attention. The “Plus Val- 
ues" turn interest into 


sales. It all adds up to 
EXTRA PROFITS for you. 


“Always thru 
the WHOLESALER" 


TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 


How to overcome the 
20 basic problems of 
personal selling 


Just out 


SALESMANSHIP 


By B. R. Canfield, Director, Sales and 
Advertising Department, Babson In- 
stitute. 548 pages, 6 x 9, $3.50 














Can you sell successfully by routine? Certainly, 
when one of the routines given in this unusual new 
book is used, together with an understanding of the 
particular sales problem involved, good and poor 
methods of meeting it, and specific pointers for 
applying the routine to your own product or service, 
such as the book gives 

Scores of actual sales interviews were recorded 
phonographically, others listened in on and scored 
by investigators, buyers were interviewed, every pos 
sible source was probed for the realistic, factual 
material on which to base these summarizations of 
sales problems and solutions. 

The result is the most practical book on selling 
you've seen in years. You'll be amazed at how 
surely you can apply definite steps in these routines 


to build yourself a solid, effective methodology of 
better selling 

P.S. See the excellent training course and group 
discussion material in case examples and questions 
in each chapter 








SSSSSSSSSSSSSSSSSSSSSSSSSSEEES ESSE EEE TESTE Eee eee eeeee 
10 days’ FREE TRIAL—Send this Coupon 
McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 
Send me Canfield—-Salesmanship for 10 days’ examina 
tion on approval. In 10 days I will send $3.50, plus few 
cents postage, or return book postpaid. (Postage paid on 

orders accompanied by remittance. ) 


Name 

Address . WHTETTILILETT TTT) 
CHG GE GRORG so oiccccccetcecstscsessetansaccessacenee 
Position ... ‘ TOrrrrrrrr rrr rrr rrr rrr TTT tr 
Company FWS-3-4 


(Books sent on approval in U. 8S. and Canada only.) 
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